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THE SHOE THAT NAMED ITSELF 





> entire body The foot begins to rise At the top of the stride. Pressure 

ght is on the foot and and ARCHSMITH Spring is completely released and the 
CHSMITH Support Action rises with it in live ARCHSMITH Spring rises 
yields fully and naturally perfect harmony with smoothly with the foot, providing 


Thetelaama slam elaqactitlach foot action continuous, synchronized support. 
I 


@ Years of exhaustive study, research and experiment — 
| then ARCHSMITH Synchro-Flex Shoes. 


No other name could so faithfully describe this new ARCHSMITH Sgachro-Flex 
Construction Provides... 


year — in hieve- 
and necessary type of footwear — the crowning achieve ... patented ARCHSMITH 


Synchro-Flex support, 
synchronized to the natu- 
ral lines and movements 
of the foot structure. 


ment of the J. P. Smith Shoe Company. ARCHSMITH 


Synchro-Flex Shoes are built on an entirely new principle 
... self-adjusting, live 
spring action beneath the 
inner longitudinal arch. 





of construction, perfected in every detail; and patented 
... firm support for the 
outer longitudinal arch. 


... thin-cushioned, meta- 
tarsal control. 


for your protection. These shoes, precisely synchronized 


with every action of the foot, make shoe and foot one in 


-.-specially designed 
broad shanks which hold 
the transverse arch per- 
manently in normal 
position. 


harmonious performance... They combine smartest styles 
with remarkable fitting qualities. They are shoes you 


can sell with pride, confidence and profit, knowing they ..esmartly styled, scien- 
tific balanced lasts which 
insure correct body 
posture and ample toe 


room. 





will please your old customers, attract new trade to your 


store, give lasting satisfaction and insure repeat sales. 
ARCHSMITH Synchro-Flex Styles are 
Write for complete descriptive booklet and stock catalog. priced at $6 (with Cookie Insole, $6.50) 


They are made under government patents exclusively by the 
J. P. SMITH SHOE COMPANY + Sangamon and Huron Streets - Chicago, Illinois 
MANUFACTURERS OF SMITH SMART SHOES FOR MEN AND WOMEN...AND DR. A. REED CUSHION SHOES FOR ME 
When writing advertisers please mention Boot and Shoe Recorder 
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VOICE of the TRADE 


** LITTLE BOY BLUE come blow 
your horn 

We'll have a bull market as sure as 
you're born. 

Just wait till the brokers and papers 
say when, 

And the public will do it all over 
again.” 

—John A. Straley. 


* * * 
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eSOSEPH H. APPELL, executive 
manager of John Wanamaker, New 
York, said: 

“Inherently, I believe the people 
of America know that cheapness is 
not economy ... not real thrift 

. that cheap products cheapen 
the minds of the workers, their jobs, 
their ambitions; that they cheapen 
the morale of business, of industry, 
of the people in general. Full value 
for the price. No waste, no graft, 
no exorbitant profits in a product 
from maker to consumer; honest, 
genuine, full-quality merchandise 
without skimp or false - front or 
hidden defects—this is what the 
American people really want. And, 
if the merchants of America are 
now not giving the people what has 
formerly been our high standard of 
product and workmanship and open 
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and fair dealing in general, they 
have themselves to blame, among 
others, that we are not getting faster 
out of the depression. 

“Let’s stop selling America 
cheap! Stop degrading merchan- 
dise to price instead of building to 
quality. Stop shamming in appear- 
ance and advertising and store prac- 
tices. Make lower price merchan- 
dise better, not higher price mer- 
chandise cheaper.” 


*% % % 


oJ. A. GRAY and W. A. Brown, 
members of the firm of G. & N. 
Raymond, Ltd., of Melbourne, Aus- 
tralia, are now on a business trip 
through Europe, England and Amer- 
ica in quest of ideas in shoes and 
service. 





This week in New York are Wil- 
liam H. F. Timpson and his two 
sons, W. Anthony and David J. 
Timpson, of Manchester, England— 
completing a pilgrimage for prog- 
ress and returning with ideas for 
their stores in northern England 
and Scotland. 

Scarcely a week goes by the year 
’round but what we greet shoe men 
from all parts of the world, who 


Page |! 


come to New York for the contacts 
that carry the friendship of shoes 
into every corner of the world. The 
pity of it is that there isn’t as much 
interest on the part of American 
shoemen to travel and see for them- 
selves how shoes are sold elsewhere. 
There is much to be learned every- 


CHARLES W. ACKERMAN, sales- 
man for the Weyenberg Shoe Com- 
pany, was making his round of 
calls on shoe stores of Seattle and 
had parked his auto near N. Jersey 
Avenue and Leavitt Street. A large 
sample case with a number of hand- 
some new shoes proved entirely too 
tempting for a thief who speedily 
lifted it. What annoyance and 
chagrin he must have experienced 
when he carefully noted that there 
was not a right shoe in the lot may 
well be surmised. The sample case 
and the shoes were soon after the 
robbery recovered abandoned near 
St. John’s Bridge. Because the shoes 
were all Lefts, no loss was entailed 
in the experience of the shoe sales- 
man. 

Now there’s something about a 





Left shoe that furnishes an addi- 
tional moral to this story. Many 
salesmen have found that all Lefts 
fit more snugly than mixed Rights 
and Lefts within the sample case, 
and there’s a certain something to 
the display of Left footwear. They 
lend themselves to a more har- 
monious and unified ensemble. 
Some people always fit the left 
foot in the shoe store, and think 
that the left is hardest to fit; and 
if the Left fits perforce the right 
does. 

Innumerable people put on their 
left shoe first of a morning, upon 
arising, and believe a_ terribly 
calamity would befall if they acted 
otherwise. And in the Army, Navy 
or Marine Corps, of course, it’s 
a crime of the most heinous mili- 
tary nature for a body to step off 
with other than the left foot. It’s 
the left foot that always answers 
to “Forward March” and is doubt- 
less the one used for first mounting 
the Golden Stairs. 

As to the display of all-Left foot- 
wear, however, one of the large 
shoe outlets in Seattle, specializing 
in men’s shoes, whose windows were 
robbed several times in the past, 
posts a little placard in the beau- 
tiful All-Left display—serving no- 
tice on would-be window-crackers 
to spare their “panes” inasmuch as 
their trouble would be repaid with 
Lefts only. And so their shoes are 


PF. A. O'CONNELL, president of 
E. T. Slattery Company, Boston, 
Mass., says: 

“From a study of the merchan- 
dise costs of other establishments 
and of my own, I believe that the 
development of better trained peo- 
ple holds the biggest opportunity 
for increasing volume and reducing 
our distribution expense. Most of 
our stores are not under-staffed as 
to total numbers employed but are 
woefully short of salesmen and 
saleswomen who can give the in- 
telligent, expert service that the 


BOOT AND SHOE RECORDER, October 26, 





ACTION IN ADVERTISING 
LL ‘ER a 

ue! 
Cev a 


ADVER) pail 
TISING]/ « ° 














© © 





"Advertising is the very life blood 
of trade; without it there could be 
no momentum, no speed of turnover 
upon which both employment and 
profits depend." 

(John Benson) 


—Advertising is probably the least 
understood and the most under- 
estimated of all the major eco- 
nomic forces. 

—And yet, Advertising is largely re- 
sponsible for our high standard of 
living. 

—Advertising tells the world about 
new things and new uses for 
things. 

—Advertising stimulates the imag- 
ination and creates the desire to 
possess. 

—Advertising creates energy in that 
it makes people work harder to 
be able to buy the things they 
want. 

—Advertising creates more rapid 
turnover of goods and naturally 
of dollars. 

—Advertising will be foremost 
among the forces that will make 
1936 a much better business year. 

—Imagine, if you can, a world with- 
out advertising. 

—It would mean the dark ages all 
over again. 


Suiet Ti. 


President 





customer needs and wants. In too 
many instances we have replaced 
older, more experienced _ sales- 
people with undertrained, frivolous 
youngsters whose feet are more ser- 
viceable than their heads. Except in 
stores handling types of merchan- 
dise that can be sold by display 
alone, the quality of our salespeople 
is the biggest single factor in deter- 
mining our selling costs.” 


* * * 


THE Bata factories in Czecho- 
slovakia have reached the point of 
saturation, according to the Shoe 
and Leather Record of London. 


Production, once up to a peak of 
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200,000 pairs daily is now down 
to from 150,000 to 160,000 pairs 
daily. Formerly 40 per cent of 
the output was exported, but now 
only 20 per cent is sent abroad. 
However, the Bata Company is now 
operating seven factories in as 
many foreign countries and so is 
making abroad shoes that it would 
otherwise make at home. 
* * * 

HIARRY GROSSMAN of the Gross. 
man Shoe Company, Inc., Parkers. 
burg, W. Va., says: 

“With many merchants there just 
can’t be a real job done until there 
is a clear definition of purpose. The 
position of the shoe department of 
the store, for example, has been 
changed by the coming of the fast- 
moving chain store with its appeal- 
ing sidewalk windows, low prices 
and quick styles. 

“Pushing further, what is a mer- 
chant in the shoe business for? Fun’ 
Marbles or what? Is the purpose 
of the retailer of shoes to buy or 
to sell? If the purpose is to sell, 
and to buy only with the objective 
of selling, what is the object of the 
sale? To meet last year’s figures 
or to make a profit? 

“One of my pet phrases is: ‘Ques- 
tion everything.’ Begin to define 
your purpose by hooking question 
marks into every part of your busi- 
ness. You'll be amazed at what will 
come to the surface on those hooks.” 





J. V. LOBELL. president of the 
Cavalier Corporation of Baltimore, 
Md., before a shoe retailers’ asso- 
ciation, said: 

“Too often, the salesperson sug- 
gesting neat, modern footwear to 
the customer is himself wearing 
ugly, out-of-date and badly worn 
down at the heel shoes. Is that good 
sense? Would it not be far better 
footwear of his employees be in 
for the proprietor to insist that the 
keeping with those things they 
recommend ? 

“Yes, it may cost a little more 
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to have the store and have the sales 
people so order their personal ap- 
pearance as to fit in with the ideas 
of the organization, but the profits 
that come through such personal 
appearances are far greater than 
the cost itself. 

“Let every shoe man talk good 
shoes. Let him see to it that his own 
shoes are in keeping with those 
which he advertises and the result 
will be better shoes and a finer 
personal appearance.” 





6°PHAYER McNEIL FASHION. 
ETTE” is the name of a breezy little 
four-page folder issued from the 
four stores—47 Temple Street, 414 
Boylston Street, Coolidge Corner 
and Wellesley Square (Boston, 
Mass.) —giving the parallel fash- 
ion developments of men’s and 
women’s shoes and the place that 
footwear plays. Here’s a little piece 
of consumer philosophy : 

“Are you a good shopper? If so, 
you know that often the article 
which costs the most turns out to 
be the least expensive in the long 
run. Sounds like a paradox, but in 
reality it’s just another way of stat- 
ing the old question of false vs. true 
economy, to wit: One article may 
cost twice as much as another, but 
if it wears twice as long as the sec- 
ond, and at the same time fits better 
and stays smarter, then it’s true 
economy to buy it. We can’t think 
of another single article of clothing 
where this far-sighted policy of 
buying is more important than in 
the purchase of shoes, for if they 
aren't expertly made of fine mate- 
rials they'll not only look shoddy 
in a short period, but they'll break 
down and bring you all sorts of 
grief and woe in the form of foot 
troubles. 

“Shoes undeniably have more to 
do with your health than any other 
article of dress . . . what’s more, it’s 
more difficult to alter them if they 
aren’t right in the first place than 
to fix a hat, coat or dress. That’s 
why we lay such stress on our ex- 
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pert fitting service, and on our qual- 
ity footwear which wears longer, 
stays smarter and fits better. 

“Are you a good shopper? If 
you buy quality merchandise, then 
the answer is ‘Yes.’ ” 


* * * 


SCOTCH grain was defined by a 
boy in the Bronx as being the result 
of a calf being transferred from a 
soft, warm barn to a chilly out- 
house and the resulting goose- 
pimples made it an auspicious time 
to slaughter the animal. That’s the 
reason why you have Scotch grain. 


This was told by Jesse Adler. 


*% * * 


AMOS PARRISH says: 

“Did you know that there are 
about 3,000,000 full-time people 
employed today in retail stores in 
these United States and over 750.- 
000 part-time employees? 

“There are about 1,150,000 full- 
time workers in department stores 
and mail order houses, about 200.- 
000 in women’s wear stores and 
about the same number in furni- 
ture stores, about 125,000 in men’s 
wear stores and about 105,000 in 
shoe stores. 

“Retail failures rose 16 per cent 
in two years from 7,793 in 1930 
to 9,072 in 1932. But in 1933, they 
dropped to 4,882 and in 1934 to 


2.278, a decrease of 75 per cent 
from the peak of 1932.” 


* * * 


SQUARE corners on shoes. The 
new square style shoes call for 
more skill in shoemaking, for it is 
more difficult to get a good square 
toe on a shoe than it is to get a 
good round toe, and it is also more 
difficult to build and finish square 
heels. The toe, of course, must be 
lasted to its square shape so as to 
sharply outline the corners, and it 
also must be built so that it will 
hold its shape. The finishing of 
square heels also calls for extra 
special skill. 


* i % 


LEATHER turns water. In the 
Peabody leather district there is a 
steady increase in the production of 
leather that will turn water, so as 
to keep out the dampness, even the 
dampness and cold of “slush” or 
snow water, and there are several 
new lines of this sort of leather for 


winter wear. 
* Cd * 


THIRTY states now make shoes, 
and nine of them now make about 
90 per cent of the nation’s shoes. 
The nine are: New York, Massa- 
chusetts, New Hampshire, Maine, 
Missouri, Pennsylvania, Illinois, 
Wisconsin and Ohio. 
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PHOTOS BY GEORGE PELZER 


LET’S SELL 
MORE MEN’S CHRISTMAS GIFTS 


IN SHOE STORES 


Slippers and Hose Are the Great American 


Christmas Presents and Sales Should Be Made 
Through Shoe Stores. ... Random Ideas on 
Added Sales Possibilities for Alert Merchants. 


by JOHN REILLY 
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BB RINGING customers into a men’s shce store to buy 
Christmas gifts is a difficult, but in no sense an im- 
possible task. Shoe stores, with certain notable excep- 
tions, have been culpably slipshod in their Christmas 
sales efforts. The competition — department stores, 
men’s clothing shops and haberdashers—have stolen the 
prize mare from out of the barn, but it is not too late 
to close the door, through good display and advertising. 

Merchandise bought for Christmas selling should be 
bought with the view that women do a good part of 
the Christmas buying. Therefore, a Christmas stock, 
regardless of the type of merchandise to be sold, must 
show variety, good taste and reflect a knowledge of 
the merchandise that is being sold. Women are notori- 
ously given to bad taste in buying men’s gifts. A pair 
of slippers, coming from a shoe store of reputation for 


Christmas Parade 
A GROUP OF MORE EXPENSIVE 
MERCHANDISE FEATURED AT FORT- 
NUM & MASON SHOP. SATISFACTORY 
TO BOTH MERCHANT AND CON- 
SU MER, IT CAN BE A GREAT 
PRESTIGE BUILDER. 


The Great American Gift 

SLIPPERS TO THE RESCUE.. MANY Spats Are Coming Back 

AN OTHERWISE WASTED CHRIST- FOR TOWN WEAR THEY’RE SMART, FOR 
MAS HAS BEEN SAVED BY A PAIR COUNTRY WEAR THEY'RE WARM AND COM- 
OF SLIPPERS. WHY NOT TWO PAIRS FORTABLE. THE ENGLISH BOX CLOTH AND 
THIS YEAR? THERE’S ENOUGH DIF- A NEW INNOVATION—THE ZIPPER SPAT. 
FERENCE IN THESE STYLES TO 

WARRANT THE EXTRA EFFORT IN 

SELLING. 





style and quality and given as a gift, are less 

likely to be returned by the ultimate receiver. 
Of all the merchandise sold for Christmas 

gifts, the slipper most properly belongs to the 








shoes store. Stocks of reasonable styles and 
colors of a price commensurate with your shoe 
policy, backed by some advertising effort and 
careful display, offer decided possibilities. 
After all, the individual merchant is best fitted 
to analyze his own business and fix the place 
of slippers and other Christmas gift merchan- 
dise in it. He has in a sense, an advantage over 
his competitors in selling slippers. He is 
primarily a shoe man and as a shoe man he 
knows style, color and sizes. Merchandise sold 
by him is very likely to stay sold—an important 
consideration in holiday time merchandising. 
In a word, a reputation for style in shoes 
will bring women who are wise enough to know 
that merchandise worn by a man should be 
selected by a man, and the things relating to 
the feet really belong in shoe stores. Men turn 

to shoe stores for slippers at Christmas time. 
Better styling and color, slippers more in 
[TURN TO PAGE 32, PLEASE] 
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3 Christmas Cheers 
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THE big three on the shoe store’s Christmas list are, 
without question, these items that belong naturally in 
the shoe store. With other merchandise, a pick-up 
business can be done after the customer gets into the 
store, but the bulk of every shoe retailer’s holiday 
budget will certainly go to slippers, stockings and bags. 

Whether or not slippers come first of the three de- 
pends chiefly on a store’s location. If a shoe shop is 
a near neighbor to a big department store, with its 
bigger stock and better facilities for display, the 
chances are slipper business will go up the street. But 
if that competition is not a factor, there was surely 
never a better year to play slippers across the Christ- 
mas board. 

The new, colored, lambskin-trimmed slippers, with 
all their suggestions of warmth and cheer, are the per- 
fect 1935 holiday item. Now that these practical models 
come in bright shades as well as the staple neutrals, 
they make tempting displays. Jewel colors in velvet, 
satin and suede get the spotlight in pajama and negligee 
types. The square toe is an important novelty in the 
better grades. Gold kid is as much a fashion note for 
the boudoir as it is for evening. And you can’t com- 
plete your list without one model that drips fronds of 
ostrich feathers! 

Christmas time would be a good time to promote the 


Fur-bearing slippers for the young generation. Top—the bright 
red leather boot with chinchilla rabbit cuff. (Center) Even the 
infants have their fur-trimmed D'orsays. This one is red felt with 
(Right) 
slippers with a puppy-dog in matching lambskin, come together 


matching sheered lambskin. Pals,’ a set of bunny 


in a kennel box and make a sure-fire holiday item. 


by RUTH HARRINGTON 


Holiday Selling 





slipper wardrobe, as a helpful suggesticn, particularly, 
to the bewildered male. There are at least six distinct 
slipper types that can be featured in window or coun- 
ter displays, each with its own special part to play in 
a private life. 

First, there’s the boudoir slipper in delicate colors 
and dainty fabrics which she wants to wear with her 
most becoming and feminine negligee. 

The pajama slipper goes in for glamor 
vivid colorings and exotic modern details like square 
toes. 

Then there’s the house slipper, a practical, simple 
model in leather she wears with her tailored robe or 
with her morning dress for breakfast. The cozy slip- 
per with its fur trimming will be welcome on zero 
mornings. And now this slipper is cozy in color as 
well as with warmth. 

Fifth, there’s the bridge slipper. It’s formal enough 
to wear for entertaining in the afternoon and yet much 
lighter and more comfortable in the house than a regu- 
lar shoe. And finally the hostess slipper, almost as 
elaborate as an evening slipper for evenings, when she 
wears a hostess gown for dinner at home. 

So when a man says his wife has a pair of slippers. 
tell him she won't be happy until she has six 
at least!- 


more 
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A CHEER for CHRISTMAS SLIPPERS 


Top left panel. (1) The jewel colored suede mule trimmed with gold kid. Backless mules are in high 
style demand again. (2) The satin D'orsay with the open back, a best selling number because it is 
practical enough for a bedroom slipper and decorative enough to wear to dinner. 


Lower left panel. Two pastel corduroy slippers trimmed in fawn colored sheered lambskin. The fu-- 
trimmed Juliet (left) is an important new note. The cuff boot in a bright red reverse leather makes 
a new slipper out of a familiar favorite. 


Upper right panel. The satin mule with the feather trimming that comes in with every Christmas. 
The fur-collared mule with a new trick to its construction that holds the fur closely at the heel. Fur 
pompom on a velvet slipper, a popular-priced runner. 


Lower right panel. Novelty velvet scuff with gold kid throat and grosgrain lacings. High style, square- 
toed and square-heeled mule in gold kidskin. In the circle. A new suede fur scuff from Hollywood. 
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3 CHRISTMAS CHEERS 


A CHEER 
for 
BAGS 


FORMAL types of bags do best for Christmas selling 

afternoon and evening types that look rich, 
dressy and decorative and that will capture the mascu- 
line eye. This year the featured evening bag is a soft, 
pouchy type, the exact opposite of last season’s rigid 
fitted case. Both of the bags illustrated have this new 
fashion characteristic. 

For daytime bags, black antelope is the star. Rhine- 
stone and marcasite trimmings continue, but the gold 
mounted bag is the 1935 favorite. Two other novelties 
that are sure to be successful are the watch bag and 
the muff bag, both of which are now available at 
popular prices. 


Three antelope bags illustrated are outstand- 

ing popular price retailers from Morris White. 

They show the importance of the watch bag 
the gold-trimmed bag and the muff bag. 











At the Top: Nat Lewis famous 
“Muffin,” the bag with almost limitless 
capacity, shown in patent for after- 
noon and brocade for evening. The 
top handle goes ''top-hat'’ in one of 
Koret's most important evening models. 
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A CHEER for STOCKINGS! 


WITH stockings, packing is nine-tenths of the 
Christmas story. One of the best ideas brought out 
by the stocking mills this season is a “personalized 
package.” This box has a bright cellophane wrap 
which can be slipped back so that the giver can write 
her message on a card attached to the box. 

One of the attractive ways of displaying Christmas 
stockings is attaching them to some little novelty 
gadget such as the little fleece toys illustrated below. 
As long as the fad for collecting little objects like 
this continues, this device will attract interest. The 
grown-ups who don’t collect Teddy Bears or Scotties 
or Penguins themselves will always be able to give 
them to their nieces or nephews. There is no difficulty 
about selling these novelties for twenty-five or fifty 
cents over the price of the stockings. And stores that 
have promoted the idea have realized a neat profit. 

The simplest and least expensive thing to do to 
trim-up your Christmas stock is to buy the narrow 
cellophane holiday bands that can be slipped right 
over one end of your regular box. After the holiday 
is over they can be slipped off just as easily and kept 
for another season. 














PHOTOGRAPH OF ROGRAIN STOCK- 
INGS, COURTESY THE ROMAN STRIPE 
In the star. The use of corrugated paper in bright holiday MILLS 
designs is the new note in Nomend's Christmas box. : 
(Right.) A three drawer wardrobe box from Phoenix with 
drawers opening vertically or horizontally. 


Miniature Fleece toys from the Winchester Toy Company, 

designed to go with stockings. One or more pairs can be 

laid in the Teddy Bear's arms or strapped to the dog's back 
with bright ribbon. 





Make Your SHOE 
LOOK LIKE CHRISTMAS 


TO a lot of shoe merchants, it’s a real problem to 
know what to do about Christmas. Just ahead of them 
looms a season that offers to retailers, by and large, 
the most promising sales possibilities of the entire 
year. Most lines of business share largely in the holi- 
day harvest. Some shoe stores have been able to 
develop a very gratifying volume of Christmas trade. 
and by so doing have made December the banner month 
of their sales year. But many others have also tried, 
with results that have been either indifferently success- 
ful or downright disappointing. 

A short while ago we talked with one of the big shot 
shoe merchants of a good-sized city about this Christ- 
mas business. He assured us that so far as the shoe 
business goes, there simply is no Santa Claus. Slipper 
and hosiery business, yes. But then, he sells both of 
these lines of closely related shoe store accessories 
every month in the year, and by persistent promotion 
has brought his regular month-by-month hosiery and 
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LEFT: 
A CHRISTMAS 
WINDOW OF UN- 
JSUAL BEAUTY 
BY I. MILLER, 
NEW YORK. 


WALK-OVER SHOP IN NEW HAVEN, CONN., 

USED THE SIMPLE BUT EFFECTIVE DIS- 

PLAY SHOWN ABOVE WITH EXCELLENT 
RESULTS LAST SEASON. 


AN INTERIOR 

CHRISTMAS TREE 

DISPLAY DESIGNED 

BY J. LEWIS 

SINGER, JR. MAN- 

AGER SHOE DE- 

PARTMENT, MAAS 

BROS., TAMPA, 

FLA. STORY TELLS 

HOW HE DID IT. AN ARTISTIC CHRISTMAS 
BACKGROUND EFFECT USED 
BY S. J. BROUWER SHOE CO., 

MILWAUKEE. 


slipper sales to such a point that he regards both as 
an extremely important part of his regular business. 
As a consequence he doesn’t get the former seasonal 
bulge in the weeks just preceding the holidays. So he 
has pretty definitely convinced himself that in his store, 
at least, Christmas season doesn’t exist. 

And this retailer may be right, at that. For we 
learned that he operates a store in which the major 
sales emphasis is on corrective footwear. He happens 
to be virtually the foot service specialist for his com- 
munity, and a big section of country round about. Now 

[TURN TO PAGE 36, PLEASE] 





A MERCHANT reader and friend writes: “Please give 
me the low-down on this advancing leather situation. 
Is it another case of crying ‘Wolf, wolf, wolf’ because 
everyone else is doing it, or is it the real ‘McCoy’? My 
people just haven’t got the money and, if they are forced 
to pay more, they will buy fewer pairs and wear their 
old shoes longer. I'd like to know how I stand—to 
win by higher prices or lose by fewer sales?” 

To this merchant and the many other merchants in a 
similar predicament . . . Leather is higher in price than 
a year ago and will, in all probability, go higher. This 
condition is both national and international. In the 
majority of cases the shoes that were made for you this 
Fall season should have cost more but for the tradi- 
tional economics of the leather industry to sell stocks 
that are made up or in process on the basis of the original 
price of purchase in the raw. This is termed in trade 
“covering old customers and giving old customers every 
possible advantage in price as long as it is possible to 
do so.” 

But there comes a time when old stocks, no matter 
how large, disappear in the stream of trade, and new 
raw stock must be purchased at higher levels and 
eventually must be sold on the market. It seems one 
of the penalties of tanning that it is impossible to buy 
on the market and sell on the market. The jumps would 
be too radical for manufacturing and distribution to 
absorb. When the tanner hits the peak and the leather 
market softens, then he is in the predicament of being 
forced to sell on the low price, even though he owns 
raw stock on the high. 

But our concern for the moment is not with the tanner. 
He understands the rise and fall of commodity prices, 
and the manufacturer must accept the higher prices 
even though he is reluctant to pass the full weight of 
them on to the merchant. The manufacturer hopes that 
by his foresight he can accumulate enough stock to 
soften the blow of increased prices, thereby getting a 
competitive advantage in offering more for the money. 

We are going through that phase of the price situation 
at the moment—putting off the inevitable day when 
the public must be told that the same shoe with the 
same ingredients will cost more money, or else. That 


“or else” is the safety valve. One way out is to reduce 
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She Edlilors Outlook 


THE FIRST STEP-UP IN PRICE— 
HARDEST TO TAKE 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


the quality in the shoe, which must be done some day 
by the one-price operator who feels that his miracle 
price must be held in all events. The other way out is 
for the store that has a number of prices to give the 
public what his dollar will buy in shoe value. 


At the moment it is good wisdom for the mer- 
chant to make at least half a step forward in price 
increases because it won’t be long before it will 
be up to him to make a full step and he wants to 
hold his customers with the truth of values rather 
than the subterfuge of substitution. 


F undamentally the leather market situation today is 
the result of the factors covered by us so thoroughly in 
the issue of Oct. 5, page 14: “Price Volume and the 
Consumer”—and in the issue of Oct. 12, page 54: “The 
Leather Market’s on the Up and Up”; and in the next 
week’s issue in the RecoRDER—‘Measuring-Stick of 
Values”—where we show the rising costs of ingredients 
that go into a pair of shoes. We, as a fact-finding pub- 
lication, have endeavored to tell the truth as we found 
it, and the conclusion is inescapable. No matter what 
happens, next season’s shoes will cost more money— 
from the tanner to the manufacturer to the retailer to 
the consumer.’ 

The intesatiosial situation, with its quotas, higher 
duties, exchange restriefidns and régulations plus the 
natural low visible supply and the high rate of con- 
sumption make this:movement of leather prices higher 
on an international measuring stick. John H. Marlowe. 
president of the Shoe arid‘ Leather Fair Society, last 
week in London said: 4 

“At the present moment we boot manufacturers 
are having to face the problem of a serious advance 
in the price of leather and of unwilling buyers who 
do not want to pay the necessary extra. May ! 
appeal for fair play? The public want good shoes 
and ‘Better Shoes’ and will be willing to pay, s: 

[TURN TO PAGE 53, PLEASE | 
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Let your customers know that you have the winning 
point, Goodyear Wingfoot extra-wea4riNg soles. It will 


help sell more shoes for you- 
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T HERE are possibly two hundred shoe stores in the 
city of Portland, and we felt it imperative to find some 
foundation upon which to build our shoe business. At 
last we feel that this foundation is completely and 
properly set. It may sound to some like a shaky foun- 
dation, but to us it is solid and secure. It is a great 
deal different than most stores have selected. It is a 
foundation built on youthful style and youthful style 
alone. Price, comfort, special arch’ features, utility, 
long wear—all these have some definite place in the 
shoe picture today, but we feel that there has been a 
crying need for someone to impart to the women today 
the youthful style note. 

There is a revolution quietly going on among the 
women of America. They no longer want to be classed 
as conservatives; neither do they wish to be placed in 
the old woman class. They are coming to realize that 
there are no older women today, that they must keep 
themselves young, and they are dressed to fit in the 
youthful manner. Our entire store is geared to youth- 
ful ideas, in ready-to-wear, millinery, hosiery; in fact. 
everything is styled and carried in the accents of youth. 
Our entire store is built around one idea. A few years 
ago it would have been impossible to show a woman of 
middle age a shoe accented in red or green, with pos- 
sibly a trim of still wilder color, and yet today these 
shoes are being bought and not alone by younger girls, 
but by women of all ages. And this, strange as it may 
seem, in Portland, which is rightfully classed as a con- 
servative city. 

We do not run our advertisements playing up the 
health angle of our shoes. We try to tell in some in- 
stances how comfortable a shoe may feel, but always 
the style is first. Our trade is primarily very youthful, 
but today we are drawing more and more mature and 
middle aged women who are attracted to our shop by 
the same patterns which appeal to their sex who are 
half as old. Women do not any longer feel that they 
must gravitate to old ladies’ shoes as they get to middle 


age. Look around and you will find smartly shod 






NOTE HOW ADVERTISING COPY CARRIES OUT -THE 
YOUTH THEME. THE ROMANTIQUE ADVERTISEMENT 
BROUGHT 34 REPLIES THE NEXT DAY AND CON- 
TINUED TO PULL FOR A MONTH LATER. NOT A THING 
IS SAID ABOUT COMFORT OR LONG-WEARING QUALI- 
TIES OF THE SHOES. 





YOUTHFUL STYLES 
For YOUNGER WOMEN 


How the Charles F. Berg Store. Portland. Oregon, Attracts 
Hts Customers by Cultivating the Spirit of Youth 
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by HENRY 8S. WATERS 


SHOE BUYER, THE CHARLES F. BERG STORE 


older women attending all manner of social functions 
and night life, and you will notice that they are not 
wearing the old, conservative type of footwear. 

We feel that a shoe department cannot be all things 
to all people, and we consider ourselves specialists in 
all things youthful. With that policy firmly established, 
the next logical step is how best to present that mer- 

[TURN TO PAGE 32, PLEASE] 
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HONESTLY Now, @0U/d you pay more 
| THAN THE CHAIN STORE PRICE? 





—if you were an average man looking 


Just compare the appearance of the 
shoes on display, as the layman does 
— without your technical knowledge 
of quality. Would you pay twoor three 
dollars more, for a pair of shoes that 
might be twin brothers of those in 
the chain store display? 


There is just a 50-50 chance that 
you wouldn’t — for the chains have 
46% of the business, and another big 
slice goes to the mail order houses. 
Their share is increasing. 


To win back any part of that busi- 
ness — to increase your share of the 
remaining 50%, which all your inde- 
pendent competitors are fighting for 
— you need something more than you 
can see in any show window today. 


It does you little good to know 
quality, when you have so little chance 
to talk quality. Even if you could tell 
the whole story to every man who 
comes in, you would miss the great 





in the show windows on Main Street? 





usb Souare 





majority who do not come in at all. 


What you need is a stopper in your 
window — something so different that 
they know they haven’t seen it any- 
where else—something so interesting 
that they can’t resist coming in to 
look, regardless of price. 


That is exactly what we are offer- 
ing you today. We do not just hope 
that we have it. We know, from ac- 
tual results at retail. 


Everybody talks glibly about “rev- 
olutionary improvements.” This time 
we actually have one, in the deepest 
and truest meaning of the word. It is 
revolutionary in construction, and rev- 
olutionary in merchandising power. It 
does pull in men who are paying two 
or three dollars less. It sells them like 
a flash, keeps them sold, and attracts 
their friends. Write or wire for in- 
formation. 


ayer 


WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 





When writing advertisers please mention Boot and Shoe Recorder 






















4 IT IS not too early for a 
window of house slippers 
with cards suggesting that 
they be bought now for gifts. 
Men's hi-tops w'th cards sug- 
gesting the hunting season 
would also make a timely win- 
dow. Change all windows to- 
day, giving the important 
space to your latest arrivals in 
women's styles. 


WHY not feature men's 

shoes in a big way in 
‘our ad tonight for Saturday 
business? This line should be 
advertised in a BIG way at 
frequent intervals, and now, 
with Winter weather just 
ahead, should be an ideal time 
to get good results. Have two 
or three good "specia's."’ 


1 NOW is a splendid time 

to start a Hosiery Club. 
Give out cards good for one 
pair of hose free when pur- 
chases of 12 pairs have been 
entered on card. This plan 
will help your holiday season 
hosiery sales if you start it 
now and advertise it vigor- 
ously this month. 


1 FIVE Saturdays this 

month. Have you some- 
thing “special planned for 
each of them? Tonight's ad 
should be a style ad, featuring 
your best value in women's 
footwear, a good hosiery offer- 
ing, and whatever Saturday 
"leaders" you have available. 
Be sure that the advertised 
items are prominently featured 
in your windows. 


5 ARE you going to use a 
special holiday trim in 
your windows and in your store 
interior? If you are, NOW 
is the time to plan it and 
order whatever is necessary. 
And if you are going to use 
special holiday boxes or wrap- 
ping material they should 
ordered. 


9 TO back up your men's 
ad there should of course 
be a men's window—and it 
should be a GOOD one! Do 
something to make it unusual, 
origina!, and attention-getting. 
Have free cigars for all men 
customers today—and see thai 
every man hears about your 
Saturday specials. 


13 CHECK stocks today, and 
watch carefully the con- 
dition of hosiery colors and 
sizes. If you are “out" on any 
wanted sizes or colors, get 
your order in at once, for the 
holiday selling season begins 
in earnest in another two 
weeks and it will be fatal to 
profits to have any “outs” at 
that time. 








9 TODAY would be a good 
day for a drive on house 
slippers. See that salesmen 
mention them to every cus- 
fomer, pointing out the'r suit- 
ability as Christmas gifts, and 
offering to hold all purchases 
made now for delivery a week 
befo-e Christmas. A _ little 
effort here will mean many 
extra sales. 


6 THE day for the weekly 
check of stocks. And as 
the Fall s2ason progresses into 
Winter ih’s check grows more 
and more important. Compare 
this week's figures with last 
week's. Do SOMETHING 
about the slow sellers and DO 
IT NOW—unless you want to 
sell them at cost or less in 
January! 

















14 ARE you adding any 
extra lines for the holiday 
season, such as women's hand- 
bags or luggage? If you are 
planning to mail a holiday 
circular or booklet to reach 
merchants just after Thanks- 
giving, it is time to be getting 
it to the printer, and having 
the envelopes addressed. 
Thanksgiving is two weeks 
away. 
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7 WHAT do you do wit 
the good ideas you find 
in ihe other fellow's ads, in 
trade papers, etc.? Do you 
save them? An idea file, with 
folders classified so you can 
quickly find the idea you want 
a year from now, will be a 
life-saver to you. Start one 
today. 




















1 ARMISTICE DAY. There 

should be a special! win- 
dow for the day. Your loca! 
American Legion post can sup- 
ply plenty of material. Put 
new women's style d’splays in 
the balance of your windows, 
with cards playing up any 
numbers that have lately ar- 
rived or that have unusual 
style features. 

























1 ADVERTISE women's style 

lines for tomorrow, but as 
the season is pretty well along, 
you will probably get much 
better results if you ‘sweeten’ 
your ad with a special value 
or two. Perhaps your Wednes- 
day's stock check turned up 
some odd lots you can use as 
Saturday specials and clear 
them out. 
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Calendar tor 


16 ARE you using table and 
counter an to pro- 
mote your timely items and 
Saturday leaders? If not, 
you're losing sales for many 
a customer who comes in to 
buy a pair of shoes will also 
buy hose or house slippers or 
galoshes if you place them 
where she can see them. 


QOAFTER you have com- 
pleted your weekly stock 
check today, get out the 
records for the last two months 
and see if you have been mak- 
ing full use of the informa- 
tion your stock checks pro- 
vide. If your stock is not 
cleaner today than it was last 
week, last month, you're not 
doing a good job! 


ae 


/ AE ita 
A Viséx 


9 QIHANKSGIVING DAY. 
Today, walk past your 
store and try to see your win- 
dows with the eyes of a cus- 
tomer. How do they look to 
you? Are they interesting? 
Attractive? Would they 
make you want to go inside 
and buy? Or can they be 
made more effective? It's an 
interesting experiment to try. 


91 MERCHANDISE certifi- 
cates are good sellers 
during holiday season. Have 
you a supply ready? Hosiery 
certificates, good for one, two 
or three pairs of hose are also 
good, and many stores sell a 
lot of them to business houses 
for use as Christmas gifts. 
Here's a chance for extra 
business. Go after it! 


95 rou will be putting in 
your holiday windows 
Wednesday, so there is no 
point in changing today the 
quick trims you installed Satur- 
day night, when you removed 
your sale trims. But take time 
today to make a thorough 
check-up and be sure you 
have everything ready to put 
in place Wednesday. 


9 TONIGHT'S ad must be 
an appeal to holiday 
shoppers. Use big space and 
make your ad interesting for 
it will be competing for at- 
tention with scores of other 
holiday ads. Don't neglect 
staple footwear in these holi- 
day season ads, however, for 
folks must wear shoes at all 
seasons of the year. 


NOVEMBER 


18 CHANGE all your win- 
dow displays today. Bet- 
ter check up today, too, on 
the materials for your holi- 
day trims, for you'll need them 
next week. Plan to make all 
the window and interior cards 
for the opening holiday trim 
during your spare time this 
week so you won't have to do 
this at the last minute. 


ogtiow about advertising 
a Week-End Sale for 
Saturday as a means of clean- 
ing up regular stocks before 
the holiday season? A good, 
flashy ad, and some tempting 
prices will bring in a lot of 
dollars tomorrow and get rid 
of a lot of items that may 
otherwise stick with you till 
January. 


96'S your holiday announce- 
ment ready to mail? It 
will probably be better to hold 
it till tomorrow so that cus- 
tomers will not receive it until 
after Thanksgiving. Check all 
lights today and replace all 
dim and burned out bulbs. 
Are the new display cards and 
price cards all ready to put in 
place tomorrow? 


3 MAKE sure every sales- 

man is "up on his toes" 
cinch every possible sale on 
this first holiday shopping Sat- 
urday. See that your holiday 
items are suggested to every 
shopper who ente-s the store. 
If you have any "leaders" for 
the day get them in the win- 
dow the first thing this morning. 


19 IS YOUR holiday an- 
nouncement, featuring 
hosiery, house slippers, and all 
the other items with gift pos- 
sibilities, ready to mail? It 
should not be mailed until a 
week from today or tomorrow, 
but you can't leave the prep- 
aration of it till next week. 
Did you check your mailing 
list carefully before addressing 
the announcements? 


93°F course, you put in a 
good, strong sale window 
display last night to back up 
that ad, with plenty of atten- 
tion-compelling display cards 
and price cards. And for real 
results you will have some sale 
tables temptingly displayed 
just inside the door where no 
one can overlook them. 


97vour busy day! First 
you check stock. That 
must be done every Wednes- 
day. Then there are the an- 
nouncements to mail. And 
after that comes the BIG job 
—installing the holiday win- 
dow and interior trims and 
getting everything in the store 
ready to go after holiday 
business when the store opens 
Friday morning. 
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Comparisons 


WE never heard of Henry Ford asking 
the consuming public to “compare” his 
old “tin Lizzie,” or even the remarkable 
car that he gets out today at a price that 
is lower than the original cost of the “tin 
Lizzie,’ to one of America’s most mar- 
velous cars, the Lincoln. 

He has never implied that his Ford was 
as good as or better than the Lincoln, even 
though steel is used in the construction of 
both. 

In the shoe business, comparisons of 
low price shoes with shoes that cost forty 
dollars and over are often made. We will 
grant that the lower price shoes are good 
value at that price—but the price on the 
shoes that cost forty dollars and over is 
justified and for the man who is appreci- 
ative of the class of merchandise that this 
price warrants, is regarded as far greater 
value. 

This kind of advertising is destructive, 
not constructive. 

Why do we always tear down! 

Why not try to educate those who wear 
foot coverings, that in some instances are 
called “shoes,” and that sell in the lower 
price brackets, to improve their standards? 
There are more people who wear poor 
shoes than those who wear good shoes— 
and why not try to sell the public better 
shoes instead of continually telling them 
they can buy better shoes for less. 

“We owe something to the industry of 
which we are part.” 

We should keep faith with the consumer. 

We should regulate ourselves—or eventu- 
ally legislators will regulate us! 


* x e 


America First 


EN a recent address before the Advertis- 
ing Women of New York, Herbert L. Red- 
man, managing director of Saks-Thirty- 
Fourth Street, stated: 

“New York and Hollywood designers 
have achieved pre-eminence in_ their 
particular fields.” He suggested that they 
have demonstrated America is not de- 
pendent on foreign sources for its creative 
ideas in apparel. He stressed the fact 
that European sources are known and 
recognized only because American manu- 
facturers, stores and periodicals have pub- 
licized them and established their stand- 
ing. Equal publicizing of our own talent, 
he said, would make New York the great- 
est fashion source in the world, just as it 
is the greatest retail outlet today. 

Attention was called to the leadership 
that American shoe _ designers have 
achieved. 











Shoe Retailers! 
Check Up on YOURSELVES 


IS your store clean and inviting? 

ARE your windows attractive? 

HAVE they Pulling Power? 

ARE your shoes bought with care? 

ARE they the types that customers want? 

HAVE you the proper sizes to fit correctly the feet of your customers? 

ARE your clerks well qualified, not only to Fit Feet, but to talk 
intelligently about Leathers, Styles and Correct Fit? 

DO your clerks know what shoes are correct with each and every 
ensemble? 

DO your clerks know that LEATHER IS ADVANCING, and WHY? 
Do YOU? 

ARE you MAKING MONEY in your business? If not, Why? 

CHECK UP ON YOUR YOURSELVES! 





What Heel Height for Volume? 


BREN COHEN, shoe buyer at Kaufmann’s, Pittsburgh, writes: 

“I have carefully read the Women’s Style Committee Report (published in 
these pages Oct. 12) and I feel that it is well done. However, I have the 
following suggestions: The paragraph stating volume on lower heels, tends 
to center at 1344/8 would be more correct at 15/8. The basic shoe color 
paragraph should be arranged in order as to the importance of colors, with 
marine blue at the top of the list.” 


How France Controls Sales 


69 N France there is a law which regulates the sales of new goods at clear- 
ance sales. This law provides that the sales of new goods may not take 
place in the shape of clearance sales, so-called ‘liquidations, forced sales or 
street sales’ without a special permission of the mayor of the town where 
the sale is to be held. 

“In order to obtain this permission, the applicant must furnish a detailed 
stock-taking list of the goods he wants to clear, stating at the same time 
their value and how long it takes to sell them. 

“The beneficiary of the permission can finally be called upon to prove 
the origin of the goods by showing his books and invoices. As long as the 
sale lasts, he is not allowed to receive other gouds than those stated on the 
stock-taking list for which permission has been granted.” 
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RETAILERS ASSOCIATION 


SERVICE CENTER 


° 274 Madison Avenue 
News Bulletin New York. N. Y. 





Are You an N.S.R.A. Member? 
If vou haven't joined the National Association, DO IT NOW. Get 


on the band wagon with the smart shoe men of America. Be a 
Live Merchant, for only Live Merchants Can Win Success Today. 
Come to Chicago January 6 to 9 with the smart shoe merchants 


of every city, town and state. 


Join in the round table discussions of subjects you want to know 
about. Meet vour fellow retailers and meet the shoe manufacturers 


of the country. Meet the regular fellows and know what good 


fellowship in vour industry means. Come on along! 





APPLICATION FOR MEMBERSHIP 


National Shoe Retailers Association 


274 MADISON AVENUE 
NEW YORK CITY 


Date 
|/we apply for membership in the NATIONAL SHOE RETAILERS ASSOCIATION. 
Firm Name 
Voting Member 
Street Address 
ae 
Dues payable in advance $5.00 annually, plus $2.00 for each additional store operated in the same or other 


cities. 


"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in Its Entirety" 
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British Styles, Made in America 


Datuas, TEX.—Perhaps never before 
in the shoe history of the South have 
merchants found it so zestful to have 
shoes constructed exactly according to 
their specifications, and then storm 
their indivdual cities with a sudden 
avalanche of talk about those shoes. 
Overnight women find themselves talk- 
ing about shoe brands only brought to 
their attention the day before, talking 
about these brands as if they had heard 
of them for a lifetime. That’s how ar- 
dent the promotions of these individual- 
ized shoes are. The store makes a pet 
of them. 

The idea of having merchandise 
made to a merchant’s own specifica- 
tions isn’t new—stores have been hav- 
ing coats and dresses made up in this 
manner for years and even given them 
names of fictitious French-sounding de- 
signers, but the enthusiasm behind this 
movement in shoes, and the results that 
are being obtained are worth watching. 

Take the case of “British Walkers.” 
Volk Bros.’ retinue of customers from 
all over the South is buying these 
sports shoes two to three pairs per cus- 
tomer. Just as if “British Walkers” 
were $4 to $6 shoes instead of only two 
prices, $10 to $12.50. Just as if “Brit- 
ish Walkers” had been promoted na- 
tionally or internationally for a decade 
or so instead of having been promoted 
only locally and that for hardly more 
than 30 days!—a month that spelled 
two giant re-orders. 

“We feel that it is a matter of gen- 
eral interest that an individual retailer 
can have shoes constructed to his own 
designs, and, by the use of the right 
sort of promotional ideas, develop a 
line that bids fair to get national ac- 
ceptance,” said Harold Volk. 

“Our various advertisements -speak 
for themselves. The initial advertise- 
ment was run in both of our Sunday 
papers. Glazed proofs of it were en- 
closed in our statements to a list of 
12,000 active charge accounts in Dallas. 
A page taken from our loose-leaf style 
brochure went to an active customer 
list of 15,000 outside of Dallas. The 
window display was used during the 
introductory campaign. The interior 
display is constantly maintained on the 
selling floor. Since these photographs 
were taken, we have developed a little 
soldier who stands about 10 inches high 
as the ‘British Walker’ guardian. These 
iittle soldiers are placed, to guard pairs 
of ‘British Walker’ shoes, at various 
strategic points about the store. 

“The success of this promotion was 
immediate,” Mr. Volk said further. 
“Women began coming into our store 
at once asking for ‘British Walkers’ as 
though they were a line of shoes that 
they had heard of all their lives. Our 
salesforce—we have 28 men selling 
women’s shoes—was well built up in 
advance of the initial showing. The 
salesmen’s enthusiasm for the shoes 
has undoubtedly been most helpful in 
accomplishing the instant popularity 
that these shoes have enjoyed. 
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working on the new N.R.A. legislation 
at President Roosevelt’s request, said 
his bill would overcome two major ob- 


wx jections of the original Blue Eagle, 


first, decision of fair and unfair prac- 
tices by code authorities, and, second, 
failure to stay within commerce clause 
confines. 

“If Congress should declare what is 
unfair, it probably would be sustained, 
if Congress has substantial reasons for 
its definitions,” stated Hill. “On the 


~ other hand, there is a field for opera- 


Window display used by Volk Brothers to 
promote their line of smart walking shoes, 
known as "British Walkers." 





“This name and trademark were de- 
veloped at Volk Bros., and registered 
for the state of Texas. The character 
of the shoes and certain features and 
earmarks that we had built into them 
so impressed one of the manufacturers 
—these shoes are being made by two 
American manufacturers — that he 
wrote us saying that several of his 
most important accounts, who had seen 
the shoes coming through the works, 
would like very much to be permitted 
to use the line and the trademark. We 
gave this manumacturer our permis- 
sion to have the trademark nationally 
registered with certain provisos pro- 
tecting Volk Bros.’ interests.” 

And what are “British Walkers’’? 
Reproductions of custom made English 
shoes constructed with a decided lean 
to quality. Hearts of skins are used, 
and great attention is paid to interior 
trim for comfort in walking. The 
shoes bear English names, as Derby 
and Windsor and Cambridge and even 
London, and have an air about them of 
wanting to swing down an English 
countryside. 

Such individual conceptions add life 
to a shoe department, add a spark of 
interest that brings new traffic and in- 
creases sales of not only the exclusive 
shoes but of all other lines pushed by 
the store. 


To Define Fair Trade Practices 


WASHINGTON, D. C.—Shoe dealers, 
who, in months following the Supreme 
Court decision voiding the N.R.A., have 
been in a quandary over what com- 
prises fair and unfair trade practices, 
will be given their answers in the form 
of a definition by the coming Congress, 
which will convene next January, the 
Boot & SHOE RECORDER correspondent 
learned today, from the first revealed 
outline of a possible new N.R.A. plan. 

Chairman Hill of the House Ways 
and Means Sub-Committee, who is 


tion in interstate commerce or directly 
affecting it that wou!d not include 
purely local business.” 

Chairman Hill said that Congress 
could enact legislation within bounds, 
specified by the High Court’s decision, 
with a new board having the right to 
appeal to courts. 


Shoe Store Stages Free Show 


DENVER, COLO.—The Leeds Shoe (v., 
1018 Sixteenth Street, staged a free 
show Saturday afternoon when Major 
Bowes’ Unit Number Five made its 
Denver visit. The drawing card was 
no less than the now well-known Okla. 
homa Mustang Wranglers, that group 
of very personable youngsters from 
“out West” in Passaic, New Jersey, 
who are fast becoming nationally 
known. 

The Wranglers appeared at 2 o’clock 
and sang four numbers to a crowd 
which filled the store and blocked the 
sidewalk. Of course no business could 
be done during the performance, but 
the publicity was well worth a half 
hour’s business, being especially worth 
while in view of the tremendous recep- 
tion accorded Major Bowes’ amateurs 
everywhere. 


To Open New Branch Store 
BuFFALo, N. Y.—M. Martin Janis, 


president of Jay’s Shoes, Inc., an- 
nounces the leasing of the store at 3069 
Bailey Avenue for the sixth unit of its 
retail women’s shoe chain. The com- 
pany has obtained a 5-year lease on 
the street floor and basement of the 
store, with a frontage of 39 feet on 
Bailey Avenue, and 60 feet deep. After 
extensive alterations and improvements, 
including the installation of new fix- 
tures, the store will be opened about 
November 1. 


Shoes Made With 
Flexible Uppers 


LyNN, Mass.—Shoes with flexible 
uppers are being made here, the mate- 
rial for the uppers being an elastic 
woven fabric which is fitted over the 
instep as well as along the sides of the 
shoes. The shoes are made with corre 
spondingly flexible foreparts. So the 
ball joint bends freely, when the wearer 
walks or dances, and the throat of the 
shoe does not bite into the instep of 
the foot. 
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Sell More Men's Christmas Gifts 


(CONTINUED FROM PAGE 15) 


keeping with shoe types, make this 
situation most advantageous to the 
shoe man. 

Men’s slippers have every indication 
of taking on more and more importance 
this year due to the injection of new 
patterns and colors. Department store 
shoe buyers, together with a few lead- 
ing shoe store buyers, are gaining cour- 
age in presenting new styles. Bath and 
lounging robes are taking on more 
color, so the buyers who have rather 
complete harmonizing lines of slippers 
in their better grades which tie into 
these new robe motifs are picking up a 
substantial amount of extra trade. 

This tendency toward better grade 
slippers is even more marked this year 
than last. Many buyers who have 
placed their orders on their low-grade 
slippers have come back in the market 
with substantial orders on the high- 
grades. The reason for this is that it 
is almost impossible to get the colors 
which are so much in demand in the 
lower or medium priced grades. 

For years the browns led all other 
slipper colors by a wide margin. Last 
year Burgundy crept into a strong 
second place and was followed by blue. 
This year Burgundy will be even 
stronger than ever, with the indica- 
tions of ousting all other colors, save 
blue. 

When a woman buyer says, “But he 
has slippers,” do your best to sell her 
another pair, the plea being that there 
is no law against variety in slipper 
styles, and that you can offer her 
several to prove your point. But don’t 
lose a sale to do it. There are many 
accessories and gadgets that are far 
easier to sell than a second pair of 
slippers. Very close to shoes and, there- 
fore, exactly where it belongs, is hose 
for men. Here again the good taste and 
good sense of a professional shoe man 
will be appreciated by the ultimate 
wearer. Our American mills are pro- 
ducing beautiful hose in silk, silk and 
wool, and all wool in smart, conserva- 
tive patterns to retail from 35 cents 
to $1.50. An attractive combination of 
3 pairs for a dollar brings in sales to 
people with limited budgets. Hand knit, 
all-wool hose in smart plaids, retail- 
ing from one to two dollars and im- 
ported wool plaids retailing at $2.50 
offer possibilities for all types of stores. 

Mufflers and neckties are safe mer- 
chandise for a store with a quality 
reputation and make remarkably good 
prestige merchandise if handled in 
limited quantities for a store seeking 
such a reputation. 

Checks and Tartan plaids are most 
acceptable merchandise at this writ- 
ing. Plaids and colors can be as bright 
and gay as you please, but are for a 
young or extremely sporty trade. Neck- 
wear in silk and wool, wool plaid, 
printed wool crepe to retail at 65c. to 
$1.00. is smart merchandise for a store 
handling a $6.50 or better grade of 








Something new in Rubber Boots for 
Children has been developed. A smart 
brown boot made on a regular riding boot 
last is selling at a great rate in stores all 
over the country. To the right is a regular 
black rubber boot with a red band at the 
top which is also proving to have an ex- 
cellent sales appeal. 





shoes. Macclesfield, Spitalsfield, im- 
ported wool crepes and gum twills must 
be sold for $1.50 or better to yield a 
profit. 

Gloves may be possibilities for an 
extra sale with profit by stores doing 
a high grade of business, while spats, 
particularly through the Middle West 
and the colder climates, are a source 
of steady, if limited business. 

The gift certificate usually issued in 
denominations of $5 and $10, does not 
fall in with the average shoe prices. 
Merchandise of the character _illus- 
trated will often fill out the difference 
between a $6.50 purchase price for a 
pair of shoes, and a $10 gift certificate. 
For example: a wool plaid tie at $1 or 
hose at a similar price, and slippers at 
$2, attractively boxed, will keep the 
whole $10 purchase in one sale and 
avoid troublesome credits on the books. 

Christmas business is a promoted 
business; your competition is stiff from 
all sides and from merchandise of a 
wholly different character than that 
which you are selling. Promote shoe 
sales first as practical gifts, shoe stores 
as the right place to buy slippers and 
hose. Gloves, spats, scarfs, neckties, 
military brushes should be regarded 
as possibilities for added sales, not as 
merchandise to take the place of your 
legitimate business. 





Youthful Styles for 
Younger Women 
(CONTINUED FROM PAGE 24) 


chandise. Our most important feature 
is a good sales force—young fellows, 
keen, alert, who can talk the same lan- 
guage as the trade they serve. They 
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must have a pleasant personality and 
be able to tackle their jobs with en- 
thusiasm. 

To get men of this sort, it is neces- 
sary to pay them well, keep them 
happy, keep them alive for their job. 
There is no mistaking or dodging this 
issue. When one is dealing with a 
youthful and style trade, selling tech- 
nique is rather different from the regu- 
lar run of shoe business. We feel it is 
vitally more interesting and there is 
nothing prosaic about it. We dramatize 
the points of a shoe which appeal to 
the particular trade we are working 
on. 

Young girls, for instance, are never 
told a shoe has great comfort qualities, 
but are told about a perfect, snug fit- 
ting heel, which every girl really be- 
lieves she has to a greater degree than 
her sisters. Comfortable shoes listen 
like a corrective shoe talk—narrow heel 
sounds rather smart and interesting 

Take the case of the peasant type, 
particularly of last Spring and Sum- 
mer. Many ads, we noticed, featured the 
materials these shoes were made wut 
of, their construction, their comfort- 
able features. We tried to weave a 
romance about these shoes, and told 
about the peasants of the Austrian 
Tyrol who wore these colorful and 
beautiful shoes before they were 
brought to America for youthful style 
trade. The girls are interested in the 
story behind the shoes, and many of 
them care little or nothing about the 
construction, leather or comfortable 
quality. 

In selling sport shoes, we soon found 
that the saddle or apron pattern which 
is almost universally popular and is 
sold all over the land, must have a sell- 
ing story behind it, and so we drama- 
tized the red rubber sole. We don’t 
talk about the fitting features, the com- 
fort of this shoe, but we do dramatize 
the red rubber sole, and consequently 
our saddle oxford was a success. 

Our men are coached against the 
ordinary practice of too strongly bear- 
ing down on the customer to close the 
sale. Their salesmanship rather re- 
sembles the chatty, informal type that 
makes a hit with the younger gil's. 
They tell them the story behind each 
thing they show, and you would be sur- 
prised how the interest is held and the 
sale is completed with less effort. 

For instance, the genuine moccasin. 
Each store carries one, no doubt, and 
yet our selling talk on this particular 
shoe dates back to the ancient Indian 
trails, the romance of the red man, the 
cradling of the foot in soft leather— 
and it works. We tell of how the Indian 
originated the moccasin and how that 
trend is carried down into youthful 
style shoes today. In other words, we 
try in our whole sales talk to drama- 
tize, to romance, to add touches of color, 
and we try to make our department an 
interesting place for youthful people. 

We are finding that we are not only 
successful in this, but that larger num- 
bers, each season, of older women are 
coming in, and they, too, are being sold. 
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)f [SHOE FASHION GUILD members 
prefer the quality patent leather 


—SETON’S— 


OU, better than anyone else, know the 

need for having distinctly new-looking 
shoes if you want Mrs. Public and her 
daughter to buy soon again. The timely, 
attractive innovation you should offer is 
the all-over patent leather shoe; most 
youthful and most complimentary of all 


footwear. 


The revival of elegance in shoe fashioning 
makes ‘patent leather a requisite medium. 
The foremost shoe manufacturers choose 
SETON patent. Seton standards pre-empt 
the possibility of any finer patent leather 
being made, for the leader is always think- 
ing ahead and improving, and thereby 


maintaining the wide margin of superiority. 


SETON LEATHER CO., NEWARK, N. J. 


I. MILLER stores and agencies are 
now selling, with marked success 
this square toe, square heel “flat” 
in Seton’s brown patent leather. 
The Theo tie is one of the most 
popular models of the season, and 
is set off with gold kid piping. 


GARSIDE, through very. clever 
stitching and insertion work, fea- 
tures an unusual dress oxford of 
higher cut line. Pearl gray cording 
and stitching on Seton black 
patent provide the charm of the 
model illustrated, which is a pat- 
ented design. 


ANDREW GELLER makes this 
trimmed opera irresistible through 
a dressmaker bit of tailoring. This 
pattern may be worn with either 
a soft or tailored costume. Gold 
kid piping and matching buckle 
richly accent the gleaming Seton 
patent leather. 


LA VALLE offers the “Jose” as 
the afternoon-evening shoe; the 
type of shoe women need for the 
“don’t dress up” occasion. The 
Malta cross effect decor, like the 





body of the shoe, is fashioned of 
Seton black patent, piped and 
tabbed with gold kid. 


DELMAN offers a sporty town trot- 
teur and a very dressy oxford in 
one shoe. This benchmaker has 
combined Seton black patent 
leather with dull finish black alli- 
gator to form an ideal shoe for 
black coats which will be so popu- 
lar this winter. The contrast of 
this semi-dull finish and the gleam- 
a patent leather is unusually 
chic. 


C. & A. LO PRESTI feature a 
formalized monk pattern in this 


Seton patent leather side strap 
model. The strap folds back 
through a gold finish loop and fas- 


tens on a button to match. 


NEWTON ELKIN presents glam- 
orous, Seton patent leather in the 
DuBarry step in, which is pro- 
tected by design patent. 


SEYMOUR TROY gives a military 
air to this square toe, square heel 
step-in, through the use of braiding 
on Seton black patent leather. 
Novel silk elastic cord loops fasten 
over two large gold finish buttons. 
This model protected by design 
patent. 





SETON 


PATENT LEATHER 


White 


and 


Colors 


Black 
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Make Your Shoe Store Look 
Like Christmas 


[CONTINUED FROM PAGE 21] 


the doctor, the dentist and the optome- 
trist experience little, if any, increase 
in the demand for their services around 
Christmas time. So why should the 
shoe store that renders a_ service 
pitched on a professional or semi-pro- 
fessional plane, expect to profit par- 
ticularly in holiday season? Ortho- 
pedic shoe stores, as a class, are likely 
to be the stores that will find it most 
difficult to build extra business, based 
on the gift impulse of Christmas time. 
Still, even in their case we are not 
ready to admit it’s impossible. 

At the other extreme is the shoe store 
that sells fashion and quality in foot- 
wear, and particularly the stores that 
have mastered the trick of profitably 
merchandising various lines of smart 
specialties and accessories. For these 
stores, Christmas season is a made-to- 
order opportunity and December for 
them is the red letter month of the 
year. There isn’t much that stores in 
this class need to be told about Christ- 
mas merchandising or sales promotion. 


Family Shoe Store's Problem 


Mid-way between lies a great number 
of family and specialty shoe stores, 
whose results in holiday business run 
from fair to poor, whose proprietors or 
managers make some sort of gesture 
to bring in Christmas business on 
hosiery, slippers, findings and acces- 
sories, but feel for the most part that 
they have not yet hit upon the formula 
to produce desired results. What can 
stores of this class do to make Christ- 
mas business really worth while? Ob- 
viously there are a lot of things they 
might do, but in sifting out the really 
promising promotional and merchan- 
dising lines of activity from the great 
mass of suggestions and ideas likely 
to be offered at this time of year, the 
safest course is to follow the experience 
and results of some of the stores that 
have succeeded. 

Let’s assume, first, that you have the 
merchandise. By that, we mean the 
sort of things that people will want 
to buy, or can be persuaded to buy, for 
Christmas giving. Experience has 
shown that it is rather difficult to 
build any real volume of Christmas 
business on shoes alone. Some extra 
pairs can be sold if the approach is 
right. But the most promising holiday 
opportunity will be found among the 
various lines of accessories that most 
shoe stores sell, including hosiery, slip- 
pers, galoshes, shoe trees and the vari- 
ous other items of utility that also lend 
themselves to gift purposes. 

First of all you must dramatize these 
items in a Christmas atmosphere. 
Make your store, inside and out, look 
like a place where people will wish to 
buy Christmas gifts. That is impor- 
tant, vitally important, because most 


people are not inclined to think of a 
shoe store as a place to buy Christmas 
gifts. You must overcome that indif- 
ference of Christmas gift shoppers to 
your shoe store. 

How can it be done? Obviously 
through attractive holiday decorations, 
inside and out. Perhaps you haven’t 
done enough of this in the past. You 
must make your store look like Christ- 
mas, if you expect to sell any real vol- 
ume of Christmas merchandise. Window 
displays are vitally important. And 
that brings us to the second essential 
thing a shoe store must do to develop 
Christmas business) SHOW YOUR 
CHRISTMAS MERCHANDISE. 

Comparatively few shoe stores do a 
first-class job in displaying accessories, 
findings, etc. That’s because shoe mer- 
chants, until recently, have not been 
fully impressed with the importance of 
merchandise displays. Shoes have been 
kept hidden away in boxes. Shoe men 
are only beginning to understand the 
importance of showing the goods. To 
sell accessories, hosiery, slippers, 
buckles, findings or what not, you must 
get them out where customers can see 
them. And the very best place to show 
them is in the windows. 

Another important thing to do is to 
dress up the merchandise for Christ- 
mas, just as you have dressed up your 
store. Show your Christmas things in 
holiday cartons and wrappings. Try 
to find cartons and packages that are 
smart, unusual and distinctive. We 
illustrate elsewhere in this issue, a lot 
of examples of the sort of thing we 
have in mind. It’s easier to sell three 
pairs of stockings in a fancy Christmas 
case or carton than a single pair in the 
ordinary way. 


Christmas Idea That Clicked 


You will need to plan some striking 
Christmas ads to reinforce the effect of 
your windows, call attention to them, 
and thus get the customers into your 
store. And then, you can’t stop at the 
door. The interior of the store should 
look like Christmas, too. Observe the 
interesting holiday interior of the Maas 
Bros. store in Tampa. Describing their 
practice, J. Lewis Singer, Jr., manager, 
said last year: 

“The idea illustrated in the photo- 
graph is one that we have used for 
the past three years. We erect a real 
Christmas tree, and light it up elec- 
trically, dramatizing it beneath with 
slippers and children’s shoes, wrapped 
up to represent gifts. On the tree we 
place small gifts for every child that 
purchases shoes. These gifts consist of 
free toys, nuts and candy, wrapped in 
Christmas tissue, stickers and cord. As 
our salesgirls make their sales, they 
give the personal touch by escorting 
the little customers to the tree for their 
Christmas present.” 
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This idea, Mr. Singer explained, not 
only helps to make extra Christmas 
business, but builds good will among 
future customers. 

It’s novel, unusual, yet simple, ideas 
like this that that bring in extra busi- 
ness, at Christmas time or any time. 


Shoe Department Holds 
Women's Day 


DENVER, CoLo.— Joslin Dry Goods 
Company, Denver, recently gave over 
their shoe department managership for 
a day to a woman, Elenor La Pean, 
when a Saturday was dedicated as 
“Women’s Day” to prominent women 
of Denver and America. 

Society matrons of the city were 
hostesses to patrons for the day. Cof- 
fee and cake were served. The few 
men who did not go deer hunting were 
required to wear coveralls while at the 
store. Rustic marshals smoked corn 
cob pipes and wore tin stars on the 
bibs of their coveralls as they strode 
hither and yon bringing laughter and 
fun wherever they went. 

Several changes were necessary in 
the department to handle the overflow 
of patrons. The most important one 
was the changing of all displays. Old 
showcases were moved out to make 
room for smaller ones which were 
adopted to increase space. 

Enna Jettick fixtures were featured 
in all displays during the day, while 
the day’s special was the $3.95 Mod- 
ernette, which sold for $3.35. 

According to W. J. Hiles, regular 
buyer, the stunt was tremendously suc- 
cessful. 


Wolfert Opens N. Y. Office 


NEw York, N. Y.—Show rooms in the 
Marbridge Building have been opened 
by the Weber-Wolfert Shoe Co. of Los 
Angeles. Curt Wolfert will be in at- 
tendance during his frequent Eastern 
selling trips. Right now, with capacity 
production scheduled at the plant for 
the balance of the year, Mr. Wolfert 
will put in the major part of his time 
in designing and producing the new 
line of samples for the Spring trade 
at the factory. 


G. B. Williams Has New Line 


IRVINGTON, N. J.—G. B. Williams is 
now covering this state and Pennsy!- 
vania for the Holder, Wiggin & Folan 
Shoe Co. of Yarmouth, Me. Head- 
quarters will be made in this city at 
15 Phillips Place. Mr. Williams has 
the entire line of men’s, boys’, and 
girls’ Wigginway double shoes and moc- 
casins. He has traveled this territory 
for the past 20 years, having been with 
J. J. Grover Sons Co. and A. E. Nettie- 
ton; the last connection being with 
Bancroft & Walker. 
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A k Shoe 


REG. U. 8. PAT. OFF. 


for Pronation 


A fine, sturdy shoe that is practically 
100% proof against sagging or running 
over. Its solid extra heavy special moulded 
counters, cut low on the sides and extend- 
ing up the inside arch, make it an import- 
ant aid in pronation treatment and 
prevention. 


This shoe is designed for use of a special 
long inside counter with low sides and is 
made of carefully selected sole leather. It 
is the most substantial shoe that can be 
made for comfortable wear and will 
support the most severe cases of pro- No. 7066—For Pronation— 


e Black Kid, Longi- 
nation. tudinal Arch-sup 


There is a special market for this special ebay Ry 9 oF 
purpose shoe that will yield splendid Sole Leather 
profits if you develop it. Have you been Heel. Sizes 3!/2/ 


. 7 10, Widths AAA 
overlooking business that should be yours? to FE $5.50 


MINOR € SON, INC: BATAVIA: NEW YORK ! 


NEW YORK CITY SALES OFFICE - - 944 MARBRIDGE BUILDING 
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Welln ary insole 


Last designed tor 
use With e/ther 
type of insole 


Saddle insole 


Look for this stomp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 
modern factories in 


eight important terri- | STEWART & POTTER CO. 


FITZ BROS. CO. 
BROOKLYN, N. Y. 


nie aientitanaes tories. Its facilities for 
style and service are 


constantly available 





to the shoe manufac- 


turing industry. 


KRENTLER BROS. CO. 


UNITED LAST CO. 
ST. LOUIS, MO. 


BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


% 
¥ UNITED LAST CO., LTD. EMPIRE LAST WORKS 
4 MONTREAL, P. Q. ROCHESTER, N. Y. 
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| What Real Service Means 
in Shoe Selling 
By Edmund B. Stern 


Stern & Levy, Tulsa, Oklahoma 


@ELLING shoes has been backward from the start. 
By that, is meant a woman should go into a shoe store 
and have footwear selected for her which will fill a 


if you're picking 
WINNERS 


you're choosing 


‘SQUARIES 


because they 
are the fastest 
selling Styles 














Colonial 


6469 Brown Calf 
6470 Black Calf 
6487 Black Patent and 
Black “‘Tic Toe”’ 
$2.35—Terms 


Rugby 
6467 Brown Calf 


Sally Sandal 
3053 Brown Suede with 


$2.35—Terms 


D'Orsay Pump 
1012 Black Patent 
$2.00—Terms 


To-day 


These are the square 
toe — square heel 
styles you want—as 
you want them 
carried 
IN STOCK 


Made over a NEW 
square toe roomy 
last, with short 
coupled shank, they 
are exceptionally 
good fitters. They 
have latex - lasted 
foreparts — without 
metal — insuring 
added flexibility. 
Order SQUARIES 
today — they'll pep 
up your Fall show- 
ings — and build 
extra business. 
TERMS 


Prices subject to 5% 
discount in 10 days—“4% 
—80. Prices quoted are 
for minimum of 12 pairs— 
Less than 12 pairs, net. 


SIZES 
N(AA) 4. -8 
M (B) 3%-8 
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‘(FREDERICK 


SHOE COMPANY 
N.H. 
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Edmund B. Stern, executive head of the retail 
shoe store of Stern & Levy, Tulsa, Oklahoma, has 
some definite ideas of what constitutes service to 
a customer. But what is more important, he 
senses a complete needed change in the relation- 
ship between the customer and the shoe fitter. 


Mr. Stern has been operating a shoe store in 
Tulsa for twenty-one years and has the reputation 
of successfully merchandising more women's fine 
shoes than any other retailer in any city of like 
size in the country. 


certain definite purpose. The usual procedure is for 
the customer to select the style and size she likes best. 
Perhaps this is our inheritance from the days when 
shoes were sold in cobbling shops, but it is all wrong. 
Customers tell us what they want. Sometimes this is 
right, more often it is entirely erroneous. Our job on 
the fitting stool resolves itself into one of insisting what 

our trade should have. 
It is possible to educate customers too fast. As a 
[TURN TO PAGE 42, PLEAS? | 
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DOUGLAS STYLES ARE NEWS 


WE SAID in this publication that the speed with which shoes move off your shelves 
depends upon the brand name, quality, style, reputation, and price. e Consider the 
third of these—style. While the high-fashion styling in the Douglas line for Fall 
speaks firmly for itself, others are speaking for it too. Witness the fashion article 
reproduced from the New York Herald Tribune of July 27. ¢ Style, the quality of 
all-leather construction, the reputation of more than fifty years’ leadership, a sen- 
sible price-range, and a generous mark-up. That’s the Douglas sure-fire recipe for 
fast turnover and profitable business for its dealers. e There may be an exclusive 


franchise in your district. Write for complete information and Fall Catalog today. 


— Reprinted from 
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W. L. DOUGLAS SHOE COMPANY 


BROCK TON e MASS ACH US ETT S 
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MORE BEAUTIFUL 
MORE DURABLE 
SOUNDER VALUES 











* 








All Three Characteristics Are 
Assured in Mohawk Carpets 













Hundreds of lovely patterns, as well as 
27 solid colors, from which to select the 
floor coverings which fit most perfectly 
into your decorative scheme. Mohawk 
Carpets are beautiful. 

A fifty-year record of weaving the 
finest quality floor coverings. All are 
woven of pure, virgin wool and dyed 
with fade-resisting dyes. Mohawk 
Carpets are durable. 

Prices that are constantly well within 
the market. Mohawk Carpets are 


sound values. 














Wire collect whenever you have a 
floor covering problem. A representa- 
tive of the Mohawk Advisory Service 
will gladly, and without charge, co- 
operate with you and your architect in 
finding the most satisfactory and 


effective solution to your problem. 
















General Sales Office: 

295 FIFTH AVENUE, NEW YORK, N. Y. 
Regional Sales Offices: 

Atlanta Boston Chicago Dallas Denver 


Des Moines Detroit High Point Los Angeles 
Philadelphia SanFrancisco Seattle St. Louis 





1985, Mohawk Carpet Mills, Inc. 
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What Real Service Means 


[CONTINUED FROM PAGE 40] 


rule, they are better off when they depend upon our 
judgment in shoe buying. 

That is where real service enters into the situation. 
Real service consists not so much in having a sound 
working knowledge of the fitting quality of lasts, th: 
mechanics of the foot and the ability to successfully pu: 
the right shoe on the right foot, as it is in knowing the 
purpose to which the customer will put the shoe. Al 
are three important angles to genuine fitting service. 
Boiled down, this means selling a customer the right 
type of shoe for the right purpose. 

This is truly a big job for everyone of us. Now that 
the home financial strain is being eased in many cases, 
it is possible for shoe men to set out to do a planne:| 
serious piece of work in telling the trade—women in 
particular—why one shoe cannot serve a multitude 
of purposes. 

Many women are saying to their shoe men, “If you 
can get my feet back in the condition they were, I will 
be grateful to you.” Then they tell us in the next breath 
that they want to buy a pair of shoes which can be used 
for both walking and dress purposes. Obviously, the 
answer is that the shoe must either be one type or the 
other. 

Women must be told that they buy shoes wrong. They 
will pay $12.50 for a pair of dress shoes, then wear their 
old shoes or their husbands’ slippers around the house. 

Common sense dictates that the most important shoes 
a woman wears are those she wears while doing her 
housework, her utility shoes. That is an important 
message that we must tell our trade, even those of us 
who feature high-style, high-grade footwear. 

One thing in this connection is very definite, the 
old plain conservative shoes are gone. In their place 
are the “dressed up” types. Not too dressy for a utility 
shoe, but with enough smartness to make them as al- 
tractive as the modern kitchens. 

Even the high-grade conservative business shoe is out. 
Persons who did come in looking for plain Laird 
pumps are now buying an ornate tie or a pump with 
some trim. 

In this store we carry ‘style, corrective and walking 
types of shoes; in fact, everything a woman should have 
in our grades ($7.50 to $15.50). I am sure the store 
bears an excellent reputation in the community for hav- 
ing good merchandise and in furnishing a good fitting 
and style service. At that, we have our work cut out 
for us in diplomatically counseling with our trade in 
the matter of shoe selection. It does not always set well 
when you tell a woman she has bad feet or will have bad 
feet unless she wears a different type of shoe 

We shoe men are too quick to coincide with our trade. 
It takes courage to tell a good customer, “No, mada‘, 
you should not buy this pair of shoes,” after she has 
[TURN TO PAGE 53, PLEAS*'] 
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FIT-ALL VERILITE Rubbers sell at a real profit 
to customers who think of dressy appear- 
ance, lightweight and maximum flexibility. 
One size fits a variety of widths and toe 
shapes, simplifying your stocking problem. 
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VERY item in the Goodrich line 

of rubber and canvas footwear 
is designed to provide features that 
make it an easier and more profit- 
able product for you to sell. Fit-All 
Verilite Rubbers offer a good ex- 
ample of how Goodrich accom- 
plishes this. 

In the first place, customer satisfaction 
is far more valuable than any one sale of 
a pair of rubbers. With Fit-All Verilites, 
you can be sure of satisfying every cus- 
tomer with a perfect fit. For the Fit-All 
process permits ove size to fit a variety 
of the widths, toe shapes, and sizes of 
leather shoes. Think of the advantage of 
having such a workable stock—with 
fewer left over sizes, quicker turnover, 
and greater profits. 

Your customers appreciate the many 
Verilite features including light-weight, 
comfortable fit, light colored washable 
lining and smart appearance. For new 
sales and profit records, get behind the 
Goodrich line—the footwear with the 
kind of features people want. 


B. F.GOODRICH FOOTWEAR DIV. 
Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 
Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los 
Angeles, Calif.; Minneapolis, Minn.; New York, N. Y.; 
Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; 
San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 


G 


THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A MARK OF 
QUALITY TO THE CONSUMER—AND A SYMBOL OF PROFIT TO THE DEALER 
This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear. 


~~ 
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MEN’S SHOES WITH PRE-STITCHED STORMWELT 
ARE EFFECTIVE AMMUNITION 


You'll get your share and perhaps a bit more if you 
have in stock this most attractive and saleable style. 

Not in a long time has a novel style touch in men’s 
shoes received the favorable reception accorded to 

BARBOUR PRE-STITCHED STORMWELT 

Ask your manufacturer to show you HIS development 
of this striking style. 

BARBOUR WELTING COMPANY 

BROCKTON, MASS. 


Originators, patentees and manufacturers of 
BARBOUR STORMWELT and PRE-STITCHED STORMWELT 


SOLE DISTRIBUTORS FOR ENGLAND-—WELTING LTD., LEICESTER 


26, 


1935 
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Shoe Vlews 


THIS WEEK IN THE SHOE 


SATURDAY, OCTOBER 26, 1935 


TRADE 


NATIONAL NEWS 





Trade Shows Healthy Trend 


New York Stores Report Gains, Despite Drawback of Unseasonably 
Warm Weather During Past Week 


New York, N. Y.—In spite of un- 
usually warm weather, retail shoe trade 
held up fairly well the past week. 
While buying was not as strong as it 
might have been, trade held its own 
and substantial gains made during the 
preceding weeks in October tended to 
keep the buyers and managers in a 
happy frame of mind. 

A few random quotes—Paul Riley, 
New York City Walk Over Stores: 
“Qur business is in splendid shape. Our 
stores as a group made the week, while 
for the month we are making a satis- 
factory showing. Suedes are very 
good. Anything in wide-tailored types 
are selling; straps, too, as well as the 
Kilties. Lace oxfords are slipping fast, 
with the trend shown in the Kiltie 
selling. The trade wants the high pat- 
terns which come well over the instep, 
but they do not want to see the laces. 
As for heel heights, they are centering 
around the 14/8 mark. That means we 
are selling a lot of 16/8 heels, but 
more on the 13/8’s. The way things are 
shaping up, we cannot see any one par- 
ticular type of women’s shoes which 
may definitely be classed as ‘Winter’ 
shoes. We believe that after the cus- 
tomer finishes Fall suedes she will go 
into Spring patterns.” 

H. R. Williams, Bergdorf Goodman: 
“Trade the past week was especially 
good, particularly in evening shoes. In 
fact, we experienced the best week in 
several months. One would think that 
mink coats were being given away with 
a pound of tea, the way they are being 
peddled out in the fur section. This 
condition is reflected throughout the 
store. Prices are holding up in good 
shape, with our average price running 
$2.00 ahead of last year. This year our 
average sales ticket is $18.50.” 

Joe Minco, Lord & Taylor: “Trade is 
very good in the town and country 
types in shoes, with 95 per cent suedes 
selling. In our price field ($8.75 to 
$16.75) the most active prices are 
$10.50 and $12.75. Nice healthy in- 
creases are being experienced, so we 


are most optimistic over the future.” 

Wise Shoe Co.: “Last week was fair, 
better than the week before and better 
than the corresponding week of a year 
ago. The really big news is that for 
the first time in several years sales 
after our seasonal openings have held 
up. Previously we have experienced 
good openings, with a falling off after- 
ward. This year’s sustained selling in- 
terest is most hopeful.” 

Jesse Adler, Adler Shoes: “A little 
improvement is being noted over last 
year. There is a better feeling and 
trend to our business. With browns 
selling so much stronger, there is every 





DATES TO REMEMBER 


Shoe Club of New York Dinner Meeting, 
Hotel McAlpin, New York, 7.00 P. M., 
Nov. 9, 1935 


Shoe Fashion Guild Spring Style Showing 
Waldorf-Astoria Hotel, N. Y., 
Nov. 18, 19, 20, 1935 


Boot and Shoe Travelers Association of 
New York Beefsteak Dinner, Hotel Mar- 
tinique, New York, 7.00 P. M., 

Nov. 26, 1935 


National Shoe Travelers’ Association Con- 
vention, Palmer House, Chicago, 
Jan. 3, 4, 1936 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 


Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis Feb. 2, 3, 4, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Philadelphia, 

Feb. 10, 11, 12, 1936 





indication satisfactory 
trade.” 

F. O. Hale, French, Shriner & Urner: 
“While our local stores had a fair 
week’s business, the real high spot was 
the Wall Street store, which is doubling 
its last year’s excellent sales record. 
October’s business is_ satisfactory. 
Heavy shoes, particularly in the 
browns, are showing considerable 
strength. When the rough weather 
sets in, a considerable trade is expected 
on these types, judging from the fine 
early selling. Wing tips are good. 
Bluchers are showing action, so their 
sales may be classed as ‘fair,’ which is 
remarkable in itself.” 

Saks Fifth Avenue, P. H. Refield: 
“Business has been good the past week 
and month, especially in the better 
grades.” 


of a_ good, 


Stop Advertising Wholesale 
Prices at Retail 


Federal Trade Commission Issues 
Order in Minneapolis Case 


WASHINGTON, D. C.—The Bronson 
Shoe Company of Minneapolis, Minn., 
a distributor selling directly to con- 
sumers through agents and by mail 
trade, has been ordered by the Federal 
Trade Commission to cease and desist 
from advertising that it owns or oper- 
ates a shoe factory, and that prices at 
which it sells its products to the con- 
sumer are manufacturers’ wholesale 
prices. 

The respondent company 1s ordered 
also to stop representing that it sells 
its products to the consumer under any 
plan or method by means of which all 
costs, profits or other charges of mid- 
dlemen are eliminated, or that the pro- 
ceeds of savings by reason of elimina- 
tion of the middleman accrue to the 
purchasers from the respondent com- 
pany, unless these representations are 
true. 

The order also directs cessation of 
advertising tending to indicate that the 
respondent company owns or controls 
patents or “new patents” covering so- 
called “air cushion” shoes or other man- 
ufacturing processes, unless and until 
such patents are owned or controlled 
by the company. 
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made by a 
MODERN METHOD 


Many leading manufac- 










turers of quality footwear 






are producing Silhouwelts 






in smart new designs. 






They offer unsurpassed 






values to the wearer and 4 







real business building op- 


portunity to the merchent. 














BOSTON, MASSACHUSETTS 


UNITED SHOE MACHINERY CORPORATION 
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Discuss Season's Selling Plans 


Luncheon at the Hotel Adelphia, Philadelphia, Wednesday, October 9, opening three-day 
semi-annual sales conference of J. ees Co., manufacturers of fine quality children's 
shoes. 


PHILADELPHIA — To conclude the 
three-day semi-annual sales conference 
of J. Edwards & Co., a farewell dinner 
at the University Club was tendered all 
the salesmen by J. W. Barbey, presi- 
dent of J. Edwards. The salesmen are 
now headed back into their respective 
territories, with a complete line for an 
advance showing of Spring and Sum- 
mer models. 

Salesmen present at the dinner were 


1S. Seam Catal 


*"Good Willis the disposition of 


A Pleased Customer 
to return to the place where 
he has been well-treated.”’ 


= builds Good Will because 


every Trimfoot Customer is a pleased customer. 


“Gene” Sternberger (Pacific Coast and 
Northwest), “Bill” McDaniel (New 
England and New York State), Nathan 
Nathan (New York City), “Bill” Lig- 
gette (New Jersey, Pennsylvania, 
Maryland, District of Columbia, and 
Virginia), “Jim” Player (South and 
Southwest), “Jack” Brown (Ken- 
tucky, Missouri, and Middle West), 
and Leo Dowd (Ohio, Michigan, In- 
diana, Illinois and Wisconsin). 


List Price 
$6.00 
Dozen 

Pairs 


Retail Price 
$1.00 Pair 


Trimfoot creates pleased customers be- 
cause it gives instant relief to 75 % of your 
customers who are known to suffer from 


metatarsal pains and callouses. 


MAKE THIS TEST! Send us your shoe size or the 
shoe size of one of your hard-to-fit customers. A 
pair of Trimfoot will be sent to you absolutely 
Free. We know this test will build your Good 


Will. Write today! 


WIZARD COMPANY- 
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T WALK 


SMART STYLES for YOUNG MODERNS 


SPOP 







HIGH STYLE 
WELTS FOR 
SPORT and DRESS 


18 different styles 


62 different sexes 
AAAA toC..... 


REAL PATTERNS 
FOR 
COLLEGE GIRLS 
TO RETAIL AT 


$4.00 tp $4.50 








At the Chicago Shoe Fair Jan. 5 to 9, 1936 
Palmer House 836-838 Morrison Hotel 335 


‘THE JUVENILE SHOE CORPORATION 
OF AMERICA. 
CENTRAL TERMINAL BUILDING 


710 NORTH TWELFTH BLVD. 
SAINT LOUIS, MISSOURI 
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Dr. Scholl Graduating Class 


Chicago, IIl—The graduating class of Chicago department store shoe clerks from 
the five-day course given by the Scholl Training School of Master Shoe Fitting in 
the Palmer House. Dr. Scholl's methods of fitting shoes scientifically and at the 
same time providing relief from foot troubles was thoroughly discussed and 
demonstrated by the educational director, W. A. Hill, D.C.O. 





26, 1935 

















Appointed Marketing Counsel 


BostoN—The Federated Sales Ser- 
vice, 729 Boylston Street, has been 
named as marketing counsel for Mil- 
ford Stain & Blacking Company, Bos- 
ton. They will aid in all phases of 
sales work, especially in the building of 
a national sales organization. 

This is an old well established black- 
ing concern, known for many years to 
the national shoe trade. They have de- 
veloped and are going aggressively 
after the consumer field with a whiten- 
ing for the department store trade, the 
retail hardware trade and the retail 
shoe trade, the shoe shine parlors and 
the semi-professional field. 


Big Time for Old Timers 


Boston—George A. MclIntire, presi- 
dent of the Boston Shoe Travelers As- 
sociation called the members of the 
board of governors of his association 
together Oct. 5 to formulate plans on 
the coming Old Timers’ Night. 

Old Timers’ Night is to be one of the 
outstanding features of the social part 
of the Boston Shoe Travelers Associa- 
tion for this year. The purpose is to 
bring together all members of the or- 
ganization, as well as those who are 
not members, to exchange greetings, re- 
new acquaintances and reminisce, as 
well as compare conditions of this time 
with those of a quarter of a century 
ago. 

An unusual program will be present- 
ed by special talent from the radio and 
the stage, and speechmaking will be 
limited. Movies depicting present and 
past scenes will be shown by Oran Mc- 
Cormick. President McIntire has an 
energetic committee and with the pro- 
gram outlined for entertainment, Old 
Timers’ Night will undoubtedly bring 
out a capacity house. 

The date is set for Monday, Nov. 25, 
at the Essex Hotel, which place is well 





chosen because the original Boston Shoe 
Travelers Association was formed in 
this hostelry more than a quarter of a 
century ago and the walls should ring 
with song and reminiscences of what 
happened on the inaugural night. 





Lamm Shoe Store Opened 


MrT. PLEASANT, IaA.—Opening of the 
Lamm Shoe Store here, located in the 
William Crane Building, was held 
October 1. Harold Lamm, formerly 
with William Hoaglin Shoe Co., of Mt. 
Pleasant, will have charge of the new 


store. A complete line of shoes for 
men, women, and children will be 
handled. 





Marott Association Anniversary 


INDIANAPOLIS, IND. — The Marott 
Shoe Store Mutual Benefit Association 
celebrated its eleventh anniversary with 
a dinner dance, October 4, in the Hotel 
Washington. Approximately 150 mem- 
bers and guests attended the meeting. 
Frank T. North, director of publicity, 
was elected president of the organiza- 
tion at the annual election, preceding 
the dinner and festivities; Larry 
Spangler was elected vice-president; 
Lola Bischoff, secretary; and L. H. 
Noble, treasurer. Directors elected for 
one year included Dr. Wm. Cook, Fred 
Hahn, Fred Orman, Margaret Porter, 
Les Galbreath and Ralph Wells. 

George J. Marott, honorary member 
of the organization, was the principal 
speaker. He congratulated the organ- 
ization on the completion of a success 
ful year and said that though he was 
nearly seventy-seven, he had no thought 
of retirement from the active manage- 
ment of his business and took keen 
pleasure in working with his various 
organizations. 

The Marott organization is one 0 
the first and oldest of its kind among 
the shoe stores of the country. 
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Number Seven of a series of thoughts entitled 


* 


ILet’s Face the Facts 


Quality is the biggest factor in value. Price 
seldom discloses the actual difference 
between two pairs of shoes 


% There is no individual in the business who knows enough 
about shoes to look at any pair of shoes and tell their worth. He might accurately guess 
their worth, but just to look at the shoes without knowing their specifications piece by 


piece, he cannot know their true worth. 


%& Many years ago a well-meaning customer said to Mr. Jack- 
son Johnson, ‘You could take five or ten cents a pair out of this shoe and no one would 
be the wiser,” and to this Mr. Johnson replied: “We would know the difference. To do 
that we would have to lower the standard of quality in the shoes, and quality and char- 


acter count in merchandise as well as in men.” 


% That principle is inherent in our business. That is the 
reason why the prices of Star Brand shoes fluctuate with the market on materials; which 
explains the reason why we have always built our shoes to fixed quality standards instead 
of to fixed retail price grooves. We think this the only sound policy and that it is just 


as sound for the retailer as for the manufacturer. 


“Star Brand Shoes Are Better” 





ROBERTS JOHNSON RAND 


Ask our salesman to Branch of International Shoe Co. 


h his book— 
IT WILL PAY YoU. ST. LOUIS MISSOURI 











When writing advertisers please mention Boot and Shoe Recorder 





tr 


- 


BCOT AND SHOE RECORDER, October 26, 1935 





Friction is caused by two surfaces rubbing against 


each other. In ordinary shoes, friction is caused by S h oO e 





the foot working back and forth. The Anti-Friction The foot is kept in its p: ition in 
me, the shoe and throughout the entire life 
of the shoe. 











The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 








The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 








Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 











Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


a ae 
Bp The Field is Broad 
the majority of men and women in your trade area 
are suffering from foot troubles which Dr. Davis 
Anti-Friction Shoes can relieve and correct. 


BP This Greatest Shoe 


of Modern Times is known country-wide, endorsed by © 
leading foot specialists everywhere, and praised by 
thousands of wearers. 


Bp It Builds Repeat Business 


through exceptional comfort satisfaction, without the 
loss of up-to-the-minute style and quality. 


BP Complete In-Stock Service 


which means immediate shipment from full size and 
width ranges, insures customer satisfaction, 


TWENTY-EIGHT (proven sellers) STYLES IN STOCK 


SPECIAL AGENCY PLAN, for Localities where 
representation is open, on request 


& 
Exclusively Manufactured by 


‘THOMPSON BROS. SHOE (0 


FINE SHOEMAKERS ’ 


BROCKTON 
CAMPELLO, MASS. 


Also Makers of the Famous THOMPSON Shoe 





Municipal Shoe Co. Sponsors 


Generous Welfare Plan 

BROOKLYN, N. Y.—The Municipal 
Shoe Co., Inc., manufacturers of 
quality stitchdowns, prewelts and 
shadowelts, at 328-360 Boerum Street, 
Brooklyn, in developing their Mutual 
Aid Society, which is officered and op- 
erated wholly by employees of the 
parent organization, has fostered a 
strictly new benefit of unusual and far 
reaching scope. 

A vacation fund is the new feature, 
It is designed to provide a reasonable 
vacation rest period to every employee 
member, and to provide the money 
necessary for this commendable pur- 
pose. An annual dividend to each em- 
ployee member of a guaranteed mini- 
mum of 2% per cent of individual earn- 
ings is the basis of this fund. 

The Employees Mutual Aid Society 
was started four years ago, organized 
through the patient efforts of Richard 
Gould, a member of the parent con- 
pany. Developed primarily to promote 
the well being and friendly relation- 
ships of over 500 employees, this 
Mutual Aid Society has a most enviable 
record of tremendous good that it has 
accomplished since its inception. The 
prime benefits provided are: 

1. Regular office and home attend- 
ance and services of two reliable phy- 
sicians. 

2. Weekly ($10) sick benefit com- 
mencing from the first day of illness; 
maximum of 15 weeks. 

3. Extended loan service of $25 max- 
imum per loan. 

4, Individual employees Christmas 
saving accounts. 

5. Dances, outings, entertainment 
and good fellowship gatherings. 

6. Vacation fund annual dividend. 

In addition a substantial mortuary 
fund ($3,000) has been established for 
the emergency of death benefit. 

This careful consideration of en- 
ployee comfort, security and well being 
is actively appreciated in the coopera- 
tive spirit evidenced by both employees 
and employers in their daily work to- 
gether. 


New Waterbury Department 

Watersury, Conn.—Orthopedic 
Shoes, Inc., recently opened a new 
leased department in Worth’s, one of 
Waterbury’s most exclusive department 
stores and specialty shops. 

This new department carries Ground 
Gripper, Cantilever and Physical Cul- 
ture shoes, and will be promoted as 4 
“Foot Health Headquarters” along the 
lines of the many other successful out- 
lets of this type run by Orthopedic 
Shoes, Inc. 

Samuel H. Greenberg, president of 
the Worth store, has allocated a spe 
cial section of the store for this de 
partment, as well as a generous size 
window for continuous and permanent 
display purposes. The Worth Store 18 
cooperating in the promotion of this 
department in a very enthusiastic way. 

Al Schoeck has been engaged to man- 
age this model department. 
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. @ Don’t wait for snow to cover the ground 
m- ‘ Fo ... keep these fast-selling items out in front 
ms the year ’round! 

x For the Talon fastener that made over- 


shoes trim and glove-like, made them prac- 
tical for children’s wear at all seasons of 
ant the year! 

Talon-fastened models close neatly and 
snugly asasewedseam. Moisture and damp- 


for ness are sealed out! 

In winter weather, when snowsuits are 
m- worn by small children, Talon-fastened over- 
a “. shoes with specially designed tops to fit over 
ees leg-cuffs should be promoted. When properly 
to- fitted, they have the great advantage of the 


self-help principle. Small children can put 
them on and take them off without aid. 


lie , Most stores that are widely known for 
- . . ae quality are selling Talon-fastened protec- 
rent —_ tive footwear almost exclusively . . . because 

Talon-closed models stand up under hard 
- ag wear. The fastener itself operates perfectly 
1s & : under constant use. Customers receive 
the aie permanent satisfaction. Fitting is easier. 
- , Returns are cut down. Inventories are 
edi¢ , 

lowered. 
: of The market for Talon-fastened children’s 
spe nei overshoes is a rich one. Check the name on 
= = Sasa the pull-tab when you buy. 


nent 
"@ is 

this 
way: 


nan- 
; HOOKLESS FASTENER CO., MEADVILLE, PA. - NEW YORK - BOSTON. PHILA. - CHICAGO - LOS ANGELES - SAN FRANCISCO - SEATTLE- PORTLAND 
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| 
| 
| 


Dancing and Bowling Shoes | 


6 8 ak 8 8 ee 
| 
BOWLING SHOES | 
PRICE 
Women’s Oxfords - 
$2.35 5¢ less | 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
Rubber Heel | 





Men’s 
$2.45 






No. 224 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 





Riding Boots 


1 a li eel ei i ee | 


LARGEST | 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 





comer meme 













Men, Women & Children’s 

Beets for Riding | 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 


1239 Broadway 
New York City 











RIDING 
BOOTS 


IN-STOCK 





For Men, Women ana 
Children— als- 
Jodhpurs and Fi«'d 
Boots 








J. M. CONNELL 
SHOE CO. 


60. BRAINTREE 
MASS. 


Write for Catales | 


Open New Chicago Store 


CuicaGco, Int.—The Mathes Shoe 
Stores Company of St. Louis, have re- 
cently opened another shoe store in 
Chicago. This company now has six 
stores in this city. This new store is 
one of the largest and most beautiful 
in their chain. 

Lee Cohen, formerly the manager of 
the shoe department in their Darling 
Shop in Pittsburgh, Pa., is in charge 
of this new store in their chain. 


| Sells Sandals Down South 


TAMPA, FLA.—R. R. Glenn, who, 
prior to two years ago, was in the 
retail shoe business in Tampa for 35 


| years, has signed up with Tupper, Inc., 





R. R. GLENN 


to sell their line of evening sandals in 
Florida and Georgia. He will also 
represent the Middletown Slipper Co. 
in the same territory. He reports a 
remarkably favorable response to both 
lines and is looking forward to an ex- 
cellent business. 

Mr. Glenn was formerly head of the 
Glenn Shoe Co. in Tampa. 


Shoe Travelers to Hold 


Beef Steak Feast 


New York—The Boot and Shoe 
Travelers’ Association of New York 
will hold an old-fashioned beef steak 
dinner Tuesday evening, November 26, 
at 7:00 P.M. This affair is the answer 
to the many requests from the members 
who attended the outing of the asso- 
ciation last July for something of the 
sort again. 

This affair will be strictly an infor- 
mal one with clams, chops, and steaks 
galore. No knives or forks will be 
used except nature’s own. 

Oran McCormack will show at this 
time the movies he took at the outing. 

The 29th annual meeting of the as- 
sociation will be held on the same date 
as the beef steak dinner. The meeting 
will be called at 4.30 P. M. and held 
in the club room in the Marbridge 
Building. This will give the members 
who intend to attend the dinner, later 
in the evening, to attend the meeting 
beforehand as the meeting will be 
called at the close of the business day. 

The nominating committee has pre- 
sented the following list for offices for 
the ensuing year: Mort Seaman, presi- 
dent; James T. Baker, 1st vice-presi- 
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dent; M. E. Tobias, 2nd vice-president; 
Thomas England, 3rd _ vice-president; 
and Charles Havranck, secretary and 
treasurer. 





Ben Spivak Joins Milius Shoe Co. 


Sr. Louis, Mo.—Ben Spivak, formerly 
-buyer for the Berland Shoe Company of 
St. Louis, is now connected with the Mi- 
lius Shoe Company as an assistant in 
the styling and merchandising of wo- 
men’s shoes. He has had many years of 
experience with the retailers’ point of 
view, and is making use of this in help- 
ing to style the Spring line of shoes. 

Si Mosenfelder has been appointed ad. 
vertising manager of the Milius Shoe 
Company, to replace Jack Goggin, who 
resigned to go into the shoe manufac- 
turing business for himself, 





Price Barrier Decreasing 


PROVIDENCE, R. I.—“One of the most 
encouraging signs in the Fall business,” 
says William Giblin, assistant manager 
of the women’s shoe department and at 
present in charge of the department at 
the Sullivan Co., “is the gradual disap- 
pearance of the price barrier. It is a 
definite trend that women are getting 
away from price restrictions in their 
shoe buying. 

“Our experience is that women are 
returning to better quality shoes, and 
that is a very encouraging sign for the 
entire shoe industry.” 





Stamps Given Away 
With Shoe Purchases 


BuFFALO, N. Y.—William Eastwood 
& Sons Co. is offering a packet of 
mixed foreign stamps with every pur- 
chase in the boys’ shoe department. 
Increased interest in philately by boys 
prompted the company to purchase a 
large assortment of foreign stamps 
packed in glassine envelopes so that 
customers can make their selection 
from a wide variety of countries. The 
stamp packages are being shown in the 
display windows of the store in Main 
Street together with an announcement 
of the offer. It was made known by 
the company that the offer has had a 
very stimulating effect upon the sale 
of boys’ school shoes this season. 





Feature Wide Straps 


Cuicaco, Inu.—Chas. A. Stevens & 
Co., first-floor shoe salon, has gone in 
for wide straps in a big way. Extreme 
high spike heels, short vamps and 
round toes are the high points in de- 
sign on their showing of wide straps, 
which are proving to be very popular 
in this city as evidenced by the many 
seen worn by women and girls on the 
streets. One outstanding number is 4 
suede wide strap with gold or silver 
metal buckle, in black or brown. An- 
other is a gore strap in black or brown 
fabric. A third model shown is 4 
suede in black, brown or dubonnet with 
calf trim. 
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What Real Service Means 


[CONTINUED FROM PAGE 42] 


practically made up her mind to have them. Too many 
of us are afraid of losing a sale. Too many of us have 
been taking the lines of least resistance in our selling. 

Better selling conditions will make better shoe men. 

People listen to reason when they begin to have a 
little trouble with their feet. Unfortunately, it is then 
too late to appeal to their better judgment and common 
sense, for the damage has been done. 

While there is no high road to the successful handling 
of all customers, we believe the real solution lays in 
selling women a program of shoes and not just a pair 
of shoes. 

Sell shoes for a purpose and not for a vague need or 
passing fancy. 

This program is worked out for a woman in moderate 
circumstances. A customer who buys shoes, say in the 
$8.50 grade, should be sold on the need of having three 
good wearable pairs of shoes. 

No. 1-—A dressy pair for dinner or informal wear. 
possibly a Faile or Crepe turn sole. 

No. 2—A dressy afternoon, walking street type. 

No. 3—A good, sensible pair for ’round the house 
and utility wear. 

Many women can get by without the evening shoe, but 
they must have the other two pairs. 

For the customer who can afford to pay $10.50 to 
$15.50 for her footwear, she generally has a liberal 
supply, possibly from 10 to 25 pairs. This type of 
woman is again buying several pairs at one sitting, so 
the shoe man must know what she should have, both 
from a style point of view and from knowing her per- 
sonal preference. These women will take the judgment 
of the store without question. 

Real service is to find out the kind of use to which 
the shoe is to be put and then to give real counsel to 


the trade. To do the job right, a man has to be a real 


shoe man. 


The First Step-Up in Price 


[CONTINUED FROM PAGE 22] 


why should buyers try to force manufacturers into 


lowering their standard of quality?” 

So the problem of getting the merchant to accept the 
price rise is international, for the merchant everywhere 
is reluctant to ask the price of the ultimate consumer for 
fear of precisely the thing our merchant subscriber said. 

But the proof of good salesmanship on a rising market 
is that it is possible to get both higher prices and more 
sales with courage, with proper explanation to the public 
and with accelerated effort. For strange to relate, peo- 
ple do buy on a rising market in the hopes of profiting 
by better values before the next step-up in price. It is 
the lowering market that the merchant fears. Given the 
assurance that the rising market is a continuing one, 
for a season at least, and all buying is stinfulated—it is 
the basic habit of business. 











The Elanbee Plan is a unique merchandising plan 
developed during the past five years for the opera- 
tion of profitable DOLLAR Handbag Departments in 
women's specialty shoe stores. ; 


GUARANTEED PROFIT WITHOUT INVESTMENT 


The Elanbee Plan guarantees an excellent profit on every 
sale, without capital investment on your part. Mark- 
downs and seasonal carryovers are eliminated. 


PLAN PRODUCES MAXIMUM BUSINESS 


The success of the Elanbee Plan is based on individual 
stock control for each account. At the start of each 
of the six bag selling seasons we supply the newest 
creations. Throughout the season we maintain for you 
a complete stock of the best selling styles and colors. 


SELECTION BY EXPERTS 


Specialists on DOLLAR Bags, our line is recognized 
as outstanding. The Elanbee Plan assures you of 
quality merchandise that will maintain the character 
of your store. The variety and quality of Elanbee 
Bags make them attractive women's specialty shoe 
store items, even in the finer type of store. 


INCREASES STORE TRAFFIC 


Elanbee Bags bring new customers into the store and 
bring them back repeatedly. Many of your customers 
are wearing dollar handbags right now. Why not 
supply this demand yourself? 


Write for Details Now 


ELANBEE 


SALES COMPANY, INc. 


11 COLUMBIA ST. - BOSTON, MASS. 





Children's Footwear 





MRBS. DAY’S IDEAL BABY SHOES 


infants’ Soft Seles.. 0-3 
Intermediates ...... 1-5 
Flexible Hard Soles. 2-6 
Bend for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
OE CO. 
Mass. 
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Dancing Shoes and Taps 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Childs’, tl 4. 


1306—Misses’, ad ao 


1307—Growing Girls’, 
BY2/B .cecvee $1.10 


BLOG SHOE CO., INC. 
147 Duane St., New York City 





BALLET SLIPPERS 


a 
Wom. Calld. 
$1.20 Hi 15 Tk 10 
BROOKS SHOE MFG. CO 
Swanson and Ritner, Philadelphia 

















Obituaries 
Cecil O. Adams 


Boston, Mass.—Funeral services for 
the late Cecil Q. Adams, vice-president, 
director, and formerly general manager 
of both the Bristol Patent Leather Com- 
pany and the Keystone Leather Com- 
pany, were held Tuesday, Oct. 15, at the 
family home in Wellesley Hills, where 
Mr. Adams died unexpectedly Oct. 12. 

Mr. Adams had been connected with 
the leather industry for 45 years, having 
entered the employ of Baker & Butter- 
field, leather merchants, in 1890, when 
he was 18 years of age. The name of 


0r - 
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Window Announces New 
Shoe Department 


Evanston, Ill—Window of the Edgar A. Stevens Company which featured the shoes 
of their newly created shoe department. Discussing the opening of the new department, 


E. A. Stevens, 


president of the company, said that the new department is the outcome 


of constant demand by the customers for such a service, and that it is also in accord- 
ance with the policy of the company of continually increasing the facilities of the 
store as a shopping center for exclusive women's wear. 





this firm later was changed to E. E. 
Baker & Company and then to the Co- 
rona Kid Company. Of this latter com- 
pany Mr. Adams eventually became sec- 
retary. 

In addition to his many duties as an 
active officer of the Keystone Leather 
and Bristol Patent Leather companies, 
Mr. Adams was active in association 
work, being treasurer of the Tanners’ 
Council of America, chairman of the 
board since its creation in 1924, and a 
former member of the executive commit- 
tee of the New England Shoe and Leath- 
er Association. He was also a director 
of the International Trust Company, 
president of the Maugus Club of Welles- 
ley Hills, and a member of both the Bos- 
ton City Club and the Wellesley Country 
Club. 

Surviving him are his widow; one 
daughter, Mrs. Gordon Bucknam; a son, 
John D. Adams; and two grandchildren, 
all of Wellesley Hills. 


Alfred K. Schmitz 


DALLAS, TEX.—The many friends of 
Alfred K. Schmitz, buyer and manager 
of the shoe department at E. M. Kahn 
and Company, will regret to learn of 
his death on October 7. Mr. Schmitz 
died of injuries received in an automo- 
bile accident near Kingman, Ariz., 
September 4. 

Mrs. Schmitz, injured in the same 
accident, died in a hospital at King- 
man September 25. When Mr. Schmitz 
arrived in Dallas with the body of his 
wife he collapsed at the home and was 
taken to a hospital. 


Mr. and Mrs. Schmitz were en route 
to California to visit their daughter, 
Mrs. Girard Fourness, when the acci- 
dent occurred. Mrs. Fourness is the 
only survivor. 


John Pulcifer 


SHAWANO, Wis.—John Pulcifer, 74, 
operator of a retail shoe store here for 
more than 20 years, died October 8. He 
was one of the city’s leading business 
men and is survived by his widow and 
three daughters. 


David William Cherry 


PHILADELPHIA—David William 
Cherry, owner and proprietor of the 
Robert Cherry’s Sons’ store, shoes and 
apparel, 5541-47 Germantown Avenue, 
Philadelphia, passed away Friday eve- 
ning at 11 o’clock in the Germantown 
Hospital, where he had been a patient 
for four weeks. Death followed an 
ailment of -about two months’ duration 
and was complicated with pneumonia. 

He is survived by his widow, Mrs. 
Harriet Hanna Cherry, daughter, 
Carolyn, one sister, Miss Agnes Cherry, 
and an only living brother, Mr. Robert 
Cherry. 

Born March 10, 1862, in the German- 
town section, he was a life-long resi- 
dent of this place. He resided at 5326 
Baynton Street, Philadelphia. 

The Robert Cherry’s Sons’ business 
was founded by Mr. Cherry’s great- 
grandfather, Mr. Thomas, in 1809, as 
a shoemaking establishment. Since that 
time it has been passed from gener- 
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FLEX-TO-FIT FAIRY LAST 


There is a Fairy Form for every 


type of shoe. Your choice of a 


variety of popular colors. Write for 
our catalog and display suggestions. 








Tormy for Effective Display 


of Smart 


SHOE 


AUBURN, N. Y. 


United Last Co., Ltd., Montreal, Canada 


Northampton 
England 


The most distinctive shoes in your 
stock will be made still handsomer 
and more appealing when dis- 
played on Fairy Forms. 
these effective sales builders are 
standard equipment in up-to-date 
stores to smarten windows and at- 
tract customers. And Fairy Forms 
always get results! 


Try them at once and see how 
much they add to your displays 
by showing the style and fit to best 
advantage and keeping the shoe 
firm and shapely. Order now to 
be prepared for holiday business! 


Melbourne, Australia 





Footwear 


Today 


FORM CO., Inc. 


Manufacturing Branches 


Frankfort 
Germany 
Mexico City, Mexico 


Paris 
France 











ation to generation in a direct line till 
the present. 

Over a year ago, during the recog- 
nition of the concern’s 125th year of 
business, a store front window dis- 
played the old charge account records 
for the period of 1811 to 1832. These 
old accounts are in the keeping of a 
Germantown historical society, and re- 
veal the shoe purchases and repairs 
for many of the old Germantown 
families. 

Although the original shoe stand has 
at times been remodeled and enlarged, 
and expanded to accommodate a dry 
goods trade about the time of the turn 
of the century, the establishment still 
occupies the original 1809 site as a 
part of the larger area now occupied. 
It is interesting to see some of the old 
shoe equipment now in use that has 
seen operation for a century or more. 

Mr. Cherry, although inactive in the 
business for a period of years, is re- 
membered by many friends and loyal 
employees. There are six of the latter 
whose total service in the Cherry or- 
ganization numbers about 188 years. 

He was identified with the German- 
town Business Men’s Association, Na- 
tional Boot and Leather Retailers’ As- 
sociation and the Middle Atlantic Shoe 
Retailers’ Association. 

Funeral services, which were pri- 
vate, were held Oct. 21, in the Kirk & 
Nice funeral parlor, Germantown Ave- 
hue, and interment was made in the 
Ivy Hill Cemetery. 





William R. Somers 


LYNN, MAss. — Williams R. Somers 
died last week. He would have been 
69 on October 29. Mr. Somers was 
with Bennett & Barnard, the A. F. 
Smith & Co., and with the late Albion 
F. Bartlett he formed the firm of Bar- 
tlett & Somers, successors of the A. F. 
Smith Co. He was an Odd Fellow and 
a Mason, and a member of St. Stephen’s 
Episcopal church. Mr. Somers is sur- 
vived by his brother. 


H. G. Birmingham 


STURGEON, Bay, Wis.—H. G. Bir- 
mingham, 73, prominent in the civic 
and business life of Sturgeon Bay for 
many years and a former shoe store 
operator, died Sept. 24 at his home 
here. For many years Mr. Birmingham 
owned a shoe store here, selling out 
about six years ago to A. J. Noren. He 
is survived by his wife and two 
children. 


F, J. Wagner 


CANTON, OHIO—F. J. Wagner, 79, 
who for more than 50 years operated 
a shoe store at 1214 Market Avenue S, 
died October 6 at his home here, from 
a heart ailment. He had been ill only 
a few years. Born in Canton he spent 
his entire life here and was active in 





business untjl his recent retirement. 
He was one of the pioneer shoe mer- 
chants of Canton. He leaves two sons 
and four daughters. Funeral services 
were held from St. Peter’s Catholic 
Church and burial was made in Calvary 
Cemetery here. 


Lee E. Allen Dead 


ANN Arsor, MicuH.—Lee E. Allen, 50, 
was found dead in the gas-filled office of 
Dr. W. W. Sylvester, chiropodist, under 
circumstances indicating that he had 
taken his own life. 

The well-known shoe man operated 
the “Maytrot” shoe store in Detroit for 
a number of years and later a “Health 
Spot Shoe Shop” in the same city. His 
latest work had been with Dr. Sylvester. 

Allen left a note to his wife, Mrs. Inez 
Allen, 8353 Grand River Avenue, De- 
troit, who was notified by the authori- 
ties. 

So passes a well-known retailer—a 
victim of mental depression. 





New Manager in Edison Chain 


New ORLEANS, La.—William Polley, 
of the Edison Bros. Shoe Store in 
Houston, Tex., has been transferred to 
New Orleans as manager of Burt’s 
Shoe Store, a unit of the Edison chain, 
succeeding R. J. Haydel, who was ad- 
vanced to District Superintendent of 
the Southwestern district. 















On hi i elite 


Shoe Trees 


Ce idl i iain 


QUICK PRORIT ITEM -50 
SELF ADJUSTING Vv Nn 


A Gentle Squeeze — 
Inserts or Removes 


J Simplex 


SHOE TREE I CO. 


8 Fa 8 PS PP ee 


Men's and Women's 
Slippers—Comfort Shoes 


6 6 8 FE eS 


* FELT FOX BALS 


GENUINE HAND TURNED 


IN STOCK 


3-9 Width EE 
Red felt lined 


vamp and fox with felt 


jo. 4625 ...... $2.10 

All felt with black 
kid side patch and 
front seam. 


ABBOTT BROS. SHOE CO. | 
ANDOVER, MASS 


EVANS’ SLIPPERS 











for Catalog 
Ne. 1605, 
Padded selec 
opera 
Tan and Black, 


ia 


A L. B. EVANS’ SON CO. 
Wakefield, Mass 











Wisconsin Taxes Chain Stores 


MADISON, Wis.—Governor Philip F. 
La Follette on October 2 signed a grad- 
uated tax on chain stores beginning at 
$25 for each sales outlet in excess of 
one and ending at $250 for all in excess 
of 25. The measure is a two-year 
emergency tax, which will terminate on 
July 1, 1937. It became effective with 
its publication October 4. 
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50 Years a Shoeman 


AusTIN, TEXx.—Fifty years selling 
shoes at retail is the proud record of 
B. L. Dillingham, and all this time has 
been spent in serving the retail trade 
in this, the city of his birth. After 10 
years working on the fitting stool, 
learning the trade, Mr. Dillingham 
started in for himself. This is the 
year that he is celebrating his golden 
anniversary as a retail shoe man. A 


B. L. DILLINGHAM 


real record for any man. For several 
years he has been assisted by his son, 
Lynn Dillingham, in the conduct of 
“Dillingham’s, Inc.” 

It was partly through the personal 
efforts of Mr. Dillingham, Sr., that the 
Texas Shoe Retailers’ Association came 
into existence, he being one of the 
original organizers. For many years 
he served as secretary, treasurer and 
director of this live group of shoemen. 
In his later years, Mr. Dillingman has 
somewhat retired from active trade 
organization work, yet he still devotes 
some of his time to the store he founded 
40 years ago, regardless of the fact 
that it is in most competent hands. 


Court Upholds Fair Trade 
Contract 


SAN FRANcIScO—The Superior Court 
of the State of California has issued an 
order restraining Benatar’s Cut Rate 
Drug Store from advertising, offering 
for sale, or selling Shu-Milk in the 
State of California, at less than the 
specified price of 23c. per bottle, which 
is in accordance with the Fair Trade 
Contract under which several thousand 
California retailers have been conduct- 
ing the sale of this product. 

Under the California Fair Trade 
Act, a manufacturer is given the right 
to establish minimum resale prices 
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with the retail trade, and at the pres- 
ent time over 200 manufacturers in 
various fields of distribution have 
availed themselves of the opportunity 
offered to permit fair and deserved 
profits to all retailers handling their 
products. 

In addition to the California Fair 
Trade Act, nine other states have al- 
ready adopted Fair Trade legislation, 
and several other states are now con-. 
templating such action. This fact 
should be of great interest to retailers 
everywhere. 


Shoe Merchants Have Paper 
Style Show 


WASHINGTON, D. C.—In an intensive 
effort to bring before their public the 
newer styles in shoe trends, the shoe 
merchants of this city have evolved one 
system that is practically fool-proof. 

Every season, Spring Summer, Fall, 
and Winter, there is put into one of the 
local papers a supplement of shoe 
styles that is suitable for keeping, as 
an index of what to buy throughout the 
next season. 

The idea, however, is not the usual! 
advertising that is placed spasmodically 
in large lumps. The merchants, pooling 
their resources, buy an entire section 
of an entire day’s issue. The last, 16 
pages thick, takes up more than half 
of the paper. With their cooperative 
purchase of the section, they are free 
to run as much advertising as the aver- 
age man would run in an entire year, at 
less than one-tenth the cost of little ads 
stuck heterogeneously in publications 
here and there. 

The idea started with Herb Rich, of 
the Rich & Company Shoe Stores, and 
Alexander Wolf, of the Herald. It has 
been running for some three years now, 
with decreasing costs to all. 

The startling phenomena of the idea. 
however, is its utter lack of forced ad- 
vertising. The Herald, who has been 
running the supplement, found out, 
after a time, that on the day that sup- 
plement was put in, their circulation 
actually increased. 

“In other words,” said John Bull, ad- 
vertising manager of the newspaper. 
“we found that the people did not have 
to have this brought to their atten- 
tion. They brought it to our attention. 
and after the first issue of the huge 
supplement, they demanded more of 
them. Consequently, because it was 
helping us, we helped the merchants 
who made it possible and reduced our 
price for their purchase of the supple- 
ment.” 

The size itself has been said, by 
some, to have been responsible for its 
huge success here, but the majority of 
the advertising men here claim that 
it was simpler than that: The mer- 
chants had given the public what they 
wanted. A paper show of thousands of 
shoe styles together. 

_ The merchants themselves have pro- 
claimed it a great success, costing little 
and resulting in many sales. 
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Don’t try to sell up-to-the- 
minute shoes in an out-of-date 
shop. Modernize with HOWELL 
CHROMSTEEL chairs and _ fitting 
stools! They are smart and eco- 
nomical, too. Ask for catalog. 








RIGHT AND LEFT 
PATTERNS TO ASSURE 


EXTRA FINE QUALITY SNUG-FIT AT ANKLE 


ING LEATHER INSOLE 





























SCIENTIFIC SEWED 
HEEL SEAT 











NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL.LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 


VENTILATED 
FOUR AIR VENTS 
CONSTANT FREE AR 
CIRCULATION 





























The RIGHT FEATURE shoe which has undergone the acid test 
of several years manufacture will produce REPEAT PROFITS 
for you. Nu-Matics with their patented, scientific, “cushion” 
and “nail-less” features are virtually non-competitive. Send 
for our Catalog of Men’s and Women’s Shoes. Beware of 
Imitations. 


ROHN NU: MATIC 
Cushioned Ss hoes 


Exclusively Manufactured by Rohn Nu-Matle Shee Mig. Co., 512 W. Florida St, Milwaukee, Wis. 


PLANNING A BUSINESS TRIP 
TO NEW YORK? 


HOWELL 


CHARLES, ILLINOIS | 




















When you come to 
New York to attend 
the Nat’l Shoe Manu- 
facturers Asso. in 
Dec. (or any other 
time) stop at this 
modern, 24-story hotel 
—in the very center 
of Times Square. 
Only four minutes’ 
WALK to “Radice 
City,’’ 69 theatres and 
Madison Square Gar- 
den. 


Maximum comfort at 
minimum cost. Fine- 
ly furnished rooms 
with all up-to-the- 
minute conveniences 
(including 60 watt 
bathroom bulbs—a 
great help when shav- 
ing!) Daily rates as 
low as $2.50 single— 
$3.50 double. (Please 
write for reservations 
to Insure choice ae- 
commodations.) 


The Ideal Place to Stop—Because: 


@ It’s Convenient. Located in the mid-town 
business section, a step from Grand Central 
Station, near important office buildings, Broad- 
way theaters, night clubs, and the fashionable 
shops of Fifth and Madison Avenues. 


@ It’s Distinguished. A modern hostelry that 
combines economical town living with the 
comfort, charm and courtesy of a private home. 


@ The Rates are Reasonable 
AT THE BARCLAY BAR—You will 


find privacy, quiet, courteous service 
and fine liquors. 


THE BARCLAY, 111 East 48th St., New York 
Geo. W. Lindholm, Manager 


; OF 
45th Street, Just West of Times Square. 


W. Stiles Koones, Mgr. 
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Chain Store Efficiency 


records are made available 


-—_ 
i 
wea 


to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chieago, Ill. 
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Women's Shoes 


A 6 he 


KUSH-IN-EZE 


4 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


v HAND TURNEDIV) 
i. rorweat V 
v Miia $200 








FLEX-EASE 
PUMPS 


IN STOCK 
BLACK 


Grepe. Patent, Kid 
Call ...cccccce 1.90 
2.10 


Swede .ccccess 2.10 
in {2-pair lots. 


(3-88 days 
4%—30 days 


FREDERICK SHOE CO. 
DERRY, N. H. 


Modern Turn Shoes That Fit 
Pe WILL NOT GAP 
oa nit. New “SHORT BACK", Lasts 
° Lt Send fi 
ASS an rock catalog 10 
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GREGORY & READ CO 








Buying Better Shoes 


GRAND Rapips, MicH.—Elmer Black, 
who until two years ago operated shoe 
stores at 2004 S. Division Street and 
15 W. Burton, six years at each loca- 
tion, has opened the Black’s Shoe Store 
at 2018 S. Division Avenue, with a 
full line of shoes. Mr. Black reports, 
since reopening he has noticed a de- 
cided tendency by the buying public 
‘to purchase higher grade shoes. 
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What's New 


New Shoe-Fitting Aid 

Los ANGELES, CALIF.— An instru- 
ment for shoe fitting which will not 
only determine correct size but which 
also supplies a method of classifying 
feet as to type, has been invented by 
Dr. John Martin Hiss, Los Angeles 
orthopedic surgeon, whose research 
work on feet and shoes is well known. 
This instrument, known as the Classi- 
footometer, has been given a tryout 
in several retail stores with unusually 
fine results, according to fitters using it. 


Heel mus 
touch side 
and back! 
Z jew 
moose oc! 
nee” 
9) 


9] Gr'eak Toe Joint 
must Fit up 
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Means are provided in the instru- 
ment for ball-heel, toe-heel, and ball- 
tread measurements. These are stand- 
ardized for foot sizes, and the fitter 
translates such scientifically correct 
sizes into shoe sizes with the aid of 
charts in a manual which accompanies 
the instrument. 

In addition, the instrument provides 
means of determining alignment and 
tread and degree of eversion (in cases 
where eversion is present). This in- 
formation is necessary before a fitter 
can classify each foot into one of five 
classes and fourteen types explained 
in the manual. Equipped with this 
data, a shoe clerk can fit his customers 
correctly. 


. 







26, 1935 





Record Sale of Shoe Linings 


Boston, Mass.—Orders totalling 
1,000,000 yards of cotton goods for use 
in shoe linings were booked during one 
day of the week ended October 5 by 
the H. D. Piper & Son Corporation of 
21 Lincoln Street, this city, coinciding 
nicely with plans which had previous!y 
been laid to celebrate the 50th year in 
business of the corporation’s treasurer, 
H. D. Piper. 

Mr. Piper entered the employ of A. 
G. Foster, tanner, in 1885, and later 
went with the leather house of Shat- 
tuck and Binger. When this company 
was absorbed by the American Hide 
and Leather Company, Mr. Piper be- 
came a department manager. There, 
with the exception of one year, he re- 
mained until 1910. He then acquired 
an interest in the company conducted 
by R. D. Greene, distributors of glazed 
kid, finally acquiring control of the 
business at which time the firm name 
was changed to H. D. Piper & Com- 
pany. When his son, Haro!d Piper, 
entered the business, the name again 
was changed, this time to its present 
form. Harold Piper is now president 
of the company, with his father as 
treasurer, and is also head of the Piper- 
Santis Company, of Waltham, Mass., 
makers of box toes. 





Made District Manager 


ASHEVILLE, N. C.—J. Shinbaum, for- 
merly manager of Pollock’s-On-Hay- 
wood, is now district manager for Pol- 
lock’s in western Carolina and Ten- 
nessee. C. L. Kartus is now managing 
the Asheville store. Mr. Kartus was 
formerly assistant manager of Cinder- 
ella shoe store in Charlotte, N. C. 





Boston Golf Tournament 


Boston, Mass.—About 100 golfers 
took part in the Fall tournament of 
the Boston Boot and Shoe Club, held 
at the Wollaston Country Club on Oc- 
tober 10. For the second time within 
the year, top honors went to a leather 
man, Fred G. Thayer (who a'so won 
the July tournament) with a gross of 
71. While Thayer’s was the best gross, 
best net was won by Shirley F. Brooks. 
The committee in charge of the day’s 
outing consisted of James T. Keating, 
chairman; W. C. Connolly, Frank C. 
Donovan, William F. Hickey, Lester E. 
Packard, W. H. Larkin, Irving Finke, 
Robert Nelson, A. D. Knight, John F. 
Murphy, William C. McDermott, Wil- 
liam E. Doyle, Eugene L. Wyman and 
Marcus McWeeny. 





Opens Fifth Store 


PERTH AMBOY, N. J.—The Fern Shoe 
Stores have opened a new store at 
132 Smith Street, Perth Amboy, N. J. 
This is the fifth store in the chain and 
they are to open two more next week. 
The store is managed by Jos. Ingrad 
who comes from the Forsythe store in 
Washington, D. C. 
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PONTAN 


UNIFORM IN TEXTURE RR 
COLOR AND QUALITY 


No detail is overlooked in testing : | finished material to identical cond 
: 1 » & tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 





REG.U.5. PAT. OFF 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 














THE TICKET 
hos. 


OCTOBER 


The ticket is on fawn stock, 
dark brown trees, red sun; dis- 
play card of wood tone board, 
horses are dark brown, and the 
riders’ coats are red. Smart 
for Fall windows. 


The display card is 8” x 14” 





‘ . 
Desi 


FOR GRACIOUS 
LIVING 


dip lta 
\. 3 
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\ JOY 10 WEAR 
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CARD HOLDERS 
Ovel base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 





Supplied with annual services. 
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Autumn Window Cards and 






Tickets Ready. Let Them 






Attract Customers 





OW 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 





14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35c each 










ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 









Samples of in-stock 





tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 















Polly Clips 
Po LLy Cu P for Price Tickets—Adiustable— 


for Price Tickets Tilt at any angle. 











Polly Shoe Helder 


a 
To display arch, branded, and ORDER 
Always re- 


fibre-sole shoes. 













































mains in upright position. eesseese 
Dc ssesxnen sass $1.65 
PME os <ccee es cew $3.00 ail 
Recorder Stock Record Size. 
Tickets . 
for shoe cartons, Cyclone clips  pemeiaaalin 
Pou SHOE included: 
Hover. | RS ere re $1.25 sesuseane 
Pat. Pending DG its tolewenct aun $2.25 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 il] o Ld o 























(Crosse out 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hoslery. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received for others of the current month, whose text better covers 
their merchandising program. 

PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


CARD 





SHOW 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 


quantities and denominations: 


OO) SSSSS~_=wES SSS OTA EEE 


STORE NAME 
OWNER = 
STREET = 


For 
for 





BLANK 


SERVICE 


MONTHLY 


HOLDERS 


TICKETS 





$5.00 


6 





Ne. 2 


4.00 
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per month. 
drawn on VU. &. 
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month additional 
each month’s service deliv- 


3.00 





cash In advance, full year’s 
service, 5% discount. Checks 
from foreign subscribers 
banks, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 
eard holders. 


> 
a 
3 
: 
3 
: 
$ 
2 
$ 
é 


must be 


2.25 


s.. 
per 
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MERCHANTS SERVICE DEPARTMENT 


BOOT € SHOE 
Kecovdéy 


209 S:STATE ST: CHICAGO-ILL: 


Q FoR ITSELF + IN 
(fry INCREASED BUSINESS 
/Macl Coup Vi 


ily 




















COUPON 
! 
3 
j 


IMPRINTED 


TICKETS, at 35¢ per fifty, 


eggs Xe ay << 


1545 


"Qs. 


“C” Midnight blue 
and vermilion de- 
sign on buff board. 


-+--» Consisting of 

- card holders (with 

first month’s service), 
additional. 








il 
wll 
“Z”: Orange and 


green design on 
corn-color beard. 








“S”: Brown, tan 
and yellow — gold 
on tan mottled 
board. 


“B”: Blue bar with 
orange sunburst on 
silyer board. 

“A”: Same design 
white board= 
brown bar—orange 
sunburst. 


Piease enter our order for the 
Recorder “Selling Messages,” 
beginning with AUGUST, 
continulng monthly for one 
blank tickets each month, 


the 


Size: 1!/2” x 2%”—Prices on opposite page. 


When writing advertisers please mention Boot and Shoe Recorder 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


ano WANT AD 





SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 











South and Southwest 
Want salesmen with established 
trade above territory to carry 
high grade Juvenile line com- 
lete Infants to Growing Girls. 

mpos and Goodyear Welts. 
Liberal straight commission. All 
staples in stock. Refer former 
and present employers first let- 
ter. 


J. S. ZULICK & COMPANY 
ORWIGSBURG, PENNA. 











WANTED by Leading Eastern Wholesaler for 
Western Pennsylvania. A producer who has 
sold a general line and has a successful record. 
Write “WHOLESALER,” E-450, care of Boot 
& Shoe Recorder, 239 W. 39th St., New York 
City, giving age, references, whom with for last 
three years and amount of shipments. All in 
strict confidence. 





ALESMEN — Experienced selling volumes 

popular priced stitchdown shoes. thern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SHOE salesman to handle fast selling line ef 
shoe ornaments as side line, good opportunity, 
commission basis, state references and terri 

in first letter. Address E-442, care Boot 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


MANUFACTURER with fifty years’ experi- 
ence wants shoe salesmen to introduce new 
type orthopedic arch support. Protected terri- 
sorts, Write Hunter, 86 Ellicott St., Buffalo, 








SALESMAN calling on dealer trade can make 

satisfactory extra commission money selling 

Racine metallic shoe display racks. Modern, in- 

expensive, varied in size, they interest every 

retailer. Carrying samples not necessary. Pic- 

torial sales book supplied. Write Imperial Bit 
Snap Co., Racine, Wisconsin. 


FACTORY salesman to call on department 
stores, large retailers. Popular priced line 
sandals, evening and street wear. eferences. 
Commission. Address E-456, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 


RESIDENT salesman, mid-west territory, for 
High grade line low-heel shoes retailing $6.50 
to $8.50. Can carry non-conflicting line. ome 
open accounts. Address E-458, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











ALESMEN to handle fast selling line of 

Men’s, Women’s, Children’s slippers and com- 
fort shoes in stock. Good territories open. 
MARBACH SHOE & SLIPPER CO., 159 
Duane St., N. Y. C. 





SALESMAN :—for Texas, Oklahoma, Arkan- 
line of ornaments and bows for opera pumps. 
Most territories open. This is not merely 
“another line” of ornaments; we are selling both 
the biggest chains and finest retail shops. 
Liberal commission basis. Please give full in- 
formation. Address E-459, care Boot & Shoe 
_— 239 West 39th Street, New York, 





SALESMAN :—for Texas, Oklahoma, Arkan- 
sas territory —STITCHDOWNS,  PRE- 
WELTS, SHADOWELTS — Complete line, 
several grades each construction, fast patterns, 
popular prices, volume case lot business only, 
strictly commission basis, excellent opportunity 
for real volume selling salesman only. Write 
particulars stating territory covered, naming ac- 
counts sold, volume of business recently, quali- 
fications and references. Address E-460, care 
Boot & Shoe Recorder, 239 West 39th St., 
New York, N. Y. 


CALIFORNIA Salesman representing a line of 
men’s popular priced shoes in the State of 
California is also desirous of securing a line 
of ladies’ shoes that would be of interest to 
popular price departments and chain stores—a 
live wire line that would cost around $1.35 to 
$1.60. This salesman has good following in 
the territory and can furnish the best of refer- 
ences. For further information Address 
E-462, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








MERCHANTS’ NEEDS 








WEAVCO INTERNATIONAL, INC. 
manufacturers and designers 
Show Window Display Equipment 
Write for new catalogs and details 
2144 INSTITUTE PLACE, CHICACO, ILL. 








HELP WANTED 


WANTED TO PURCHASE 





ANTED—An experienced shoe man for a 

high grade family shoe store. Must be a 
good all around man, with a knowledge of win- 
dows and retail advertising. State age, experi- 
ence, salary expected, other particulars and ref- 
erences. Address E-461, care Boot & Shoe 
ale 239 West 39th Street, New York, 





BUSINESS OPPORTUNITY 


GHOE Style Service for alert shoe manufac- 
turers and pattern makers, keeps you well in- 
formed, unique idea only $2.95 weekly. Address 
E-457, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








YOU CAN HAVE A BUSINESS PRO- 
FBDSSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for me: openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Bstablished 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
frem manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








Enna-Jettick, Vital- 
ity, Areb Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 
“The House ef Jobs’’ . 
898 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 














address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
ie Advertisements for this page must be in our New York office on Friday of the week preceding publication. “peg 
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HOTELS 





BUSINESS OPPORTUNITY 











BUSINESS OPPORTUNITY 














in cell NON" 
NINTH a WASHINGTON 









@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 
city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill...The Rathskeller 







Sy pot bpmedpes 


Wold Been 


New Store at Riverside 


RIVERSIDE, CALIF.—Murray Kanter, 
proprietor of Murray’s Bootery at 376 
E Street, San Bernardino, has opened 
a second store here under the same 
name as the one located at 3935 Main 
Street. _The new store is modern in 
appearance, has a 22-ft. frontage and 
a depth including stock room space of 
nearly 150 feet. Men’s, women’s, and 
children’s shoes in popular prices, but 
with a style angle are featured. Earl 
King, formerly assistant manager of 
the San Bernardino store, is manager. 

Mr. Kanter has also completed sev- 
eral improvements in his San Bern- 
ardino store. The interior has been 
completely redecorated, new carpets 
laid and new fixtures installed. The 
windows have been given new back- 
grounds and the entire lighting system 
modernized. 
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Birmingham Store Remodeled 


MonTGoMERY, ALA.—Kaber’s have re- 
opened after a program of remodeling 
and expansion which took in the ad- 
joining building at Dexter and Perry 
Streets, according to Harry Horn, man- 
ager. On opening day the store gave 
a beautiful knitting bag with each pur- 
chase of a pair of shoes. 
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you in 15 minutes. 


665 BROAD ST. 


course of instruction at low cost. 


TECHNOPEDIC INSTITUTE OF FOOT CORRECTION 


MAKE ARCH SUPPORTS TO ORDER 


from an exact wax impression of each foot made on the Technoped 
—a new device that eliminates all guess work in foot correction. 
Supports are light, perfect fitting and comfortable. 


Can be made by 
Technoped machine, equipment and complete 
Write 





NEWARK, N. J. 








MERCHANTS’ NEEDS 


DISPLAY © 
FIXTURES 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 






















A PHENOMENAL SUCCESS 
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THE ‘DUNDE SHOE RESHAPING 
MACHINE 

A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates “re at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywhere 
are satisfied users. Send for catalog. 


DUNDE onen. , MERRIE, DEVICES, INC. 
{8 EAST 37th § NEW YORK, N. Y. 

















Alligators in Los Angeles 


Los ANGELES, CAL.—Alligators are 
going to town at the downtown I. 
Miller shop this Fall, the reason being 
the splendid tie-up they make with the 
season’s smart tweeds and dressier 
woolens. Approximately twenty differ- 
ent alligators, or alligators combined 
with suede, are shown in black, brown, 
blue and gray. 

Two outstanding alligators intended 
for use with the smart tweeds are a 
ghillie with low heel and plain toe and 
a sabot strap with high heel and plain 
toe. These are all-over alligator num- 
bers. Suedes with tip and fox alligator 
trim both in pumps and oxfords are too 
numerous to describe in detail. 


MERCHANTS’ NEEDS 





The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. No. 1990142 
with 
Prepared Fluid 


Shrinks Leather or 
Fabric Shoes Per- 
fectly. Makes Sales. 
Stops Refunds. Makes a Perfect Fit to 
Shoes That Slip at the Heels or Gap 
at Sides. Simple and Easy to Operate. 


$15.00 


Guaranteed One Year 


Write for More Information 


E. C. SMELTZER CO. 
121 E. 51st St., Indianapolis, Ind. 





THE PROFIT. FLASHER 
tells instantly the percentage of 
any cost and eny 
selling price. 

Cost may be either per unit or 


40,000 now in use 


st Pocket Size 


PROFIT-FLASHER 


FIGURES MARKUP INSTANTLY 


EVERY BUYER NEEDS Al 
PROFIT-FLASHER 
It saves time. Prevents mistokes. 
Ten day money-back guarantee. 
Full instructions on back. 
i ORDER ENOUGH TODAY 
ny MURRAY C. FRENCH CO. 











Southwestern Business Better 
PHOENIX, ArRIz.—Steady gains in re- 
tail trade are being recorded by busi- 
ness establishments in Maricopa 
County, of which this city is the county 
seat, according to a survey just com- 
pleted by the local Chamber of Com- 
merce. Sales for the last fiscal year 
increased 30 per cent over sales for the 
year preceding. Practically every 
major business index showed good 


gains, the largest being in the building 
industry as measured by building per- 
mits—this being nearly 400 per cent 





greater than in 1934. 





q 


17 


- 


BOOT AND SHOE RECORDER, October 26, 1935 


To 
Our Advertisers In This Issue 





Joe McCaffery in Hospital 


PHILADELPHIA, Pa.—Joseph J. (Joe) 
McCaffery, in charge of house sales at 
the office of J. Edwards & Co., manu- 
facturers of children’s shoes, is in Ger- 
mantown Hospital, recovering from an 
appendicitis operation. The operation 
was performed last week, and it is 
expected that Joe will be able to return 
to his office very shortly. 


E. W. Gibson Appointed 
Manager 


CLEVELAND, OHIO—Ellis W. Gibson 
has left the Dr. A. Reed Cushion Shoe 
Co. at 1930 East 6th Street to become 
manager of Bender’s Wilbur Coon Shop 
next door. He succeeds Carl Schan- 
zenback, who left to open his own store 
on East 9th Street. 

Mr. Gibson had been with the Dr. 
Reed store for seven years. 


D. M. Fielding Made Manager 


AuGusta, Ga.—S. & J. Simowitz, 
operating stores in Georgia, North and 
South Carolina, announces the change 
in managers of the Marilyn Slipper 
Shop, in Augusta. D. M. Fielding, for- 
merly of Detroit, relieving R. P. Woods, 
who has been transferred to Greens- 
boro N. C. Mr. Fielding has been con- 
nected with one of the leading chain 
stores in the North and is well versed 
in chain store operations. I. Shapiro is 
general manager and J. Isenberg sales 
manager of the chain. 


Hagan New Department Head 


PASADENA, CAL.—J. E. Hagan, who 
has been connected with the Doctor 
Locke department in the May Com- 
pany’s store in Los Angeles for some 
years, has become the manager of the 
new Doctor Locke department in F. C. 
Nash & Company’s department store 
here. Mr. Hagan is a shoe man with 
long experience in specialty fitting. 


Carl Swanson Named Manager 


BrisToL, CONN.—Carl Swanson, late- 
ly with Brown-Thomson, Inc., 
ford department store, and previously 
connected with the Melville Shoe Corp., 
for five years, has been named man- 
ager of the Brownbilt Shoe Store. 
Plans for remodeling the store and 
augmenting the lines carried, have been 
announced. 


Hart-.- 





BOOTS AND SHOES 


ABBOTT BROS. SHOE CO., Andover, Mass.. 

BLOG SHOE CO., INC., New York City. . sf 

BOOTH, WALTER, SHOE CO., Milwaukee, “Wis.. 

BROOKS SHOE MFG. CO., Philadelphia, Pa. 

CAMBRIDGE RUBBER CO., Cambridge, Mass. 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, "Mass... 

COLT-CROMWELL CO., New York City... ae 

CONNELL, J. M., SHOE CO., S. Braintree, Mass.. eee Open fr 
DOUGLAS, W. L., SHOE CO., ee RS RAO terre erat eae ee 
ENDICOTT-JOHNSON CORP., Endicott, N. Y................ 

EVANS' SON, L. B., Wakefield, Mass 

FLORSHEIM SHOE CO., Chicago, Ill... 

FREDERICK SHOE CO., Derry, N. H. NR ha eee 
GOODRICH, B. F., FOOTWEAR DIV., Watertown, Mass.... 

GREEN, DANIEL, COMPANY, Dolgeville, N. Y 

GREGORY & READ CO., Lynn, 

JUVENILE SHOE CORPORATION OF AMERICA, St. Louis, Mo 

LUMBARD SHOE CO., Auburn, 

MINOR, P. W., & SON, INC., Batavia, N. Y 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind................... 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass................. Aas eae eee 54 
ORTHOPEDIC SHOES, INC., New York City Back Cover 
ROBERTS, JGHNSON & ‘RAND, St. Louis, Mo... 2.0.0 ccc cece cet ewewec cee. 
ROHN SHOE MFG. CO., Milwaukee, Wis 

SMITH, J. P., SHOE CO., Chicago, Ill 

THOMPSON BROS. SHOE CO., Brockton, 

VAUGHAN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., McNeely Div., Philadelphia, Pa.. 

BARBOUR WELTING CO., Brockton, 

DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 

GALLUN, A. F., & SONS CORP., Milwaukee, Wis 

GOODYEAR TIRE & RUBBER CO., Akron, O 

LEVOR, G., & CO., INC., Gloversville and New York City..... RPA ne tie Lee 
NORTHWESTERN LEATHER CO. TRUST, Boston, Mass. 

OHIO LEATHER CO., Girard, Ohio.. RSS Meee ter "3rd Cover 
SETON LEATHER CO., Newark, N. J.. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


HOOKLESS FASTENER CO., Meadville, Pa.. 
UNITED LAST COMPANY, Boston, Mass...... ‘ 
UNITED SHOE MACHINERY CORP., Boston Mass. 


SHOE ACCESSORIES 


SIMPLEX SHOE TREE CO., Chicago, Ill.. 
WIZARD COMPANY, St. Louis, Mo.. 


STORE EQUIPMENT 


DUNDE SHOE RESHAPING DEVICE, New York, N. Y. 
HOWELL MFG. CO., Geneva, Ill.. Se 
MOHAWK CARPET MILLS, New York k City. 
SEGALL & SONS, Philadelphia, Pa.. etfs Pies 
SHOE FORM CO., Auburn, 

SMELTZER, E. C., CO., Indianapolis, Ind.. 

WEAVCO INTERNATIONAL, INC., Chicago, Ml. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

ELANBEE SALES COMPANY, INC., Boston, Mass... 
HOTEL BARCLAY, New York City 

HOTEL LENNOX, St. Louis, Mo 

HOTEL PICCADILLY, New York City.............. 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 
STEPHENSON LABORATORY, Boston, Mass 
TECHNOPEDIC INSTITUTE, Newark, N. J.... 
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VITALITY’S 
New Spring Line 
will be talked about 


\ J ITALITY’S Spring line for women, men and 
boys and children is now in the field. It is 
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new, attractive and saleable. It is such a line as 


will be received enthusiastically. 








You will be gratified with the Vitality proposi- 
tion, which offers not only a line that moves and 
moves profitably, but also includes a widely ad- 
vertised Name which has been aggressively pro- 
moted to the public. 


We are pleased to present our new line which 
embraces an exceedingly wide range of In-Stock 
shoes for your consideration. 


VITALITY SHOE COMPANY * ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


VI ITY 


PRICED TO RETAIL PROFITABLY 


MEN’S BOYS’ WOMEN’S CHILDREN’S 
AAA to G AtoE AAAAA to EEE Complete widths 
Sizes 5 to14 Sizes 1 to 6 Sizes 2 to 11 and sizes 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN 














Children love their “best” shoes when they’re made of shiny pat 
leather. And, since youngsters start early in forming prejudices, it’s a god 


idea to use the patent leather that’s most dependable—Colonial’s smooth 


supple, better-wearing Black Magic. This leather is used extensive! 


by the Brown Shoe Company, makers of Buster Brown shoes fi 
children—and is also the selection of leading makers of the be 
eee footwear for young and old. Merit has made it the worli 


‘ , . 
EE ES eT ee eR largest selling patent leather. Colonial Tanning Compa 
Tread Straight shoe made of Colonial Pat- 
ent Leather with a Flex-Dry sole. It is gen- 
uine Goodyear Welt made over one of 
Brown Shoe Company’s famous juvenile 
lasts. Style No. F951. Carried in stock — 
AA to D, 12} to 3 and A to D, 8} to 12. 


The one-strap is a Buster Brown Tread 
Straight shoe of Colonial Patent Leather 


with a Gun Metal lustre trim. Genuine . , 
Goodyear Welt with oak leather sole and = va 
heel. Made over perfect-fitting health lasts . 
in girls’, misses’ and children’s sizes. Style 


No. F238. 


ioe Ce FOR THE BEST PATENT LEATHER SHOE 
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Spaulding Counters 
assure straight back- 
seams — perfect bal- 
ance—longer wear— 
because they’re made 
to fit! 


Poor-fitting counters 
mean twisted back- 
seams—an unbalanced 
shoe—rundown heels 
and repair bills for 
your customers. 


SPAULDING, 


Counters 


“Made in North Rochester, N. H. 
_NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS $0 LITTLE 








bolster the line 


“Hold ’em! Hold ’em! Happy Heels!” And Spaulding 
Counters do it! They are trained and conditioned to hold heels 
right! To hold them exactly, comfortably and handsomely 
for along time. They are a ’varsity line-up of long-fibre hemp 
and imported flax. Perfect team-play—hemp for strength and 
flax for resiliency. Strong, flexible Happy Heels which fit 


the last exactly. And fit your customers’ feet the same way. 


Happy Heels do bolster the line of satisfaction which every 
merchant must have to make a profit. Will you write “with 
Spaulding Counters” in your specifications? It costs you 


nothing. 





When writing advertisers please mention Boot and Shoe R ecorder 
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In- the words of winnie: AS made of th betw 
| gq | Vai BA, 4-eye 
finest materials obtainable? Evans Leathers, in black, brown and blue, are a natural choie 
b / f A / 


oes aan | 
Uniform in color that penetrates clear through the skin, the§ retain their sleek, lustrous surf 


Oz 







f anothe 
| 7 
an exceptionally Jong time. Certainly a fit associate of the lo Vy ndarin’ Formedie arch suppot 


TSoayy ne aft 
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John R. Evans & Co., Camden, New Jersey TM 7 hesr 


jah 
& 


et 


Evans 









* An unusually smart arch relief step-in pump with square 


éunmetal buckle and boulevard heel. It is fashioned of 


Fvans Ruby (black) hid. 
* =A 4-eyelet tie, with Cuban heel, distinguished for its 


air-wave stitching and rigid arch . . . enriched by Evans 101 


Formedic, is moulded 


this new and practical 


* This T-strap, with perforated and stitched pattern, is 
urlat 


another simple but popular Formedie shoe, in which 


‘i. . prt] 
PEt vans Kid Leathers are used most effectively. 


P 2 
VMThese models by Hamilton-Brown are all in Coan bid Lealbers 
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1935 


eee THE NATIONAL 


UNDER THE AUSPICES OF NATIONAL SHOE RETAILERS ASSOCIATION 





The CUSTOMERS of these 263 exhibitors will see their Spring shoes at the Fair 


Acme Shoe Manufacturing Co. 
Acrobat Shoes, Inc. 
Air-O-Pedic Shoe Co. 

Allen Edmonds Shoe Corp. 
Altman Bros. . . 
American Shoemaking 

E. R. Apt Shoe Co. 
Armstrong Cork Co. 

Arnold Bros. & Co. 

Arrow Shoe Company, Inc. 
Ault-Williamson Shoe Co. 
Avon Sole Company 
Bancroft Walker Company 
Baris Shoe Co., Inc. 

G. H. Bass & Co. 

Bates Shoe Company 

Belle Meade Shoe Co. . 
Belleville Shoe Mfg. Co. 
The Big ''K" Shoe Mfg. Co. 
Blue Ribbon Shoemakers 
Boot and Shoe Recorder 
Walter Booth Shoe Ce 
Boston Novelty Shoe Corp. 
Boyd-Welsh, Inc. 

Brauer Bros. Shoe Co. . 
Brilliant Brothers Co. 

The Wm. Brooks Shoe Co. 
Brown Shoe Co. ; 

H. H. Brown Shoe Co. 
Burtman-Rondeau Co. 
Carlisle Shoe Co. . 
Carmo Shoe Mfg. Co. 

The Cavalier Corp. 

Central Shoe Co. 

Central Slipper Co. 

Edwin Clapp & Son, Inc. 
M. A. Clark Shoe Mfg. Co. 
A. C. Clayton Printing Co. 
B. E. Cole Co. 

Colella & Leighton Shoemakers. 
Collingwood Shoe Co, Inc. 
Collins-Morris Shoe Co. 
Comfort Sandal Mfg. Co., Inc. 
Comfort Slipper Corp. 


Commonwealth Shoe & Leather Co. 


Compo Shoe Machinery Corp. 
Conformal Footwear Co. ... 

J. M. Connell Shoe Co., Inc. 
Connolly Shoe Co. . 

Conrad Shoe Co. ..... 
Consolidated Shoe Corp. 
Consolidated Slipper Co-p. 
Continental Footwear Corp. .. 
G. P. Crafts Co. ... 

Curtis Shoe Co., Inc. 
Curtis-Stephens Embry Co. .. 
Del-Mac Shoe Process Co. 
Devine & Yungel Shoe Mfg. Co. 
Dewey & Almy Chemical Co. . 
Diamond Shoe Co. 

The Walker T. Dickerson Co. 
W. L. Douglas Shoe Co. 

The Irving Drew Co. ; 
Dunbar Pattern Company 

Dunn & McCarthy, Inc. .. 


,ow, 





_..North Abington, Mass. 


Clarksville, Tenn. 
Faribault, Minn. 

. Brockton, Mass. 
....Belgium, Wis. 
Cincinnati, Ohio 
.. .Boston, Mass. 

. Rockland, Mass. 
Lancaster, Pa. 
East Weymouth, Mass. 
Danvers, Mass. 
Auburn, Maine 
.Avon, Mass. 
Waltham, Mass. 
New York City 
Wilton, Maine 
W -bster, Mass. 
Nashville, Tenn. 
Belleville, Ill. 
Cincinnati, Ohio 
....St. Louis, Mo. 
New York, N. Y. 
Milwaukee, Wis. 
.Boston, Mass. 

. St. Louis, Mo. 
St. Louis, Mo. 
.Boston, Mass. 
Nelsonville, Ohio 
_. St. Louis, Mo. 
Worcester, Mass. 
Boston, Mass. 
New York City 
Carthage, Mo. 
Baltimore, Md. 

_. St. Louis, Mo. 
..Bayonne, N. J. 


East a Mass. 


- .Chicago, Ill. 
wrtie ot St. Louis, Mo. 
..Norway, Maine 
....Lynn, Mass. 
Endicott, N. Y. 

. St. Louis, Mo. 

Long Island City, N. Y. 
.. Fitchburg, Mass. 
Whitman, Mass. 
Boston, Mass. 

.... St. Louis, Mo. 
South Braintree, Mass. 
Stillwater, Minn. 


..Cincinnati, Ohio 
.. Bombay, N. Y. 
....Passaic, N. J. 
Manchester, N. H. 
..Marlboro, Mass. 
.....Reading, Pa. 
.New York, N. Y. 
-Harrisburg, Pa. 
Cambridge Mass. 
.New York City 
Columbus, Ohio 
..Brockton, Mass. 
.. Portsmouth, Ohio 
.. St. Louis, Mo. 


i se is : ] .. Auburn, N. Y. 


/ MANUFACTURERS 


Dyer & Hall, Inc. 
Eagle Shoe Mfg. Co., Inc. ......... 
Charles A. Eaton Company .... 

J. Edwards & Co. 

Empire Specialty Footwear Co. 


Endicott Johnson Corp. 2 a eA 
RRO ST a. - Auburn, New Yor: 


Enna Jettick Shoes ........ 
Excelsior Shoe, Inc. state 
Farmington Shoe Mfg. Co. 
Fashion-Built Shoe Co...... 

Fashion Walk Shoe Co. .. pte 
ee ao 
Fenway Shoe Co. ........ 


The Fern Shoe Co. Fo wine nigy 2 ie ; 


Field & Flint Co. 


Fitch Horn & Fletcher sawadaledacondenss 


Five Star Shoe Co., Inc. .. 
Florsheim Shoe Co. ........ 
C. P. Ford & Co., Inc 
Frank Shoe Mfg. Co. 
Freeman Shoe Corp. .... 
Friedman-Shelby Shoe Co. 
Gaffney-Sulkis Shoe Co. 
General Shoe Corp. ......... 
Gerberich-Payne Shoe Co. .... 
Gil-Ash Shoe Co. 
Gilbert Shoe Co. 
Gitterman & Co. .... 


iy .: Auburn, Maine 


a a ehaed Everett, Mass 


... Brockton, Mas 

.. Philadelphia, Pa 
een Endicott, N. Y 
. Endicott, N. Y 


a m2 Ohi 
.Boston, Mas 

.Pontiac, | 
Long Island City, N. Y 
_.....Readina. Pa 
nh Auburn, Main 


wees Los Angeles, Ca 


_. Brockton, Ma: 
.Keene, N. # 


-Long Island City, N. 


Glass Fitzgerald Shoe Ca: o asnicatss 


Gold Shoe Co. .. 


Julius Goldstein & Sons ... usmle " 


S. Goldstein & Sons .... 
Golo Slipper Company, Inc. 
Gotham Shoe Mfg. Co., Inc. 
Gray Bros., Inc. 


Great Northern Shoe Co. sacs _ a 


Daniel Green Co. ...... 
W.S. Green Co. . 
Green Shoe Mfg. Co. 
Gregory & Read Co. 


Grossman Shoe Co., Inc. ...........-5. 


Groves Shoe Co. .... 


The Hagerstown Shoe & Legging Co. : 
Washingt on Ct. House, Ohio 


P. Hagerty Shoe Co....... 
Hamilton-Brown Shoe Co. ....... 
Hannahsons Shoe Co. ....... 

M. E. Haskell & Sons ....... 
J. Heilbrunn & Sons 

Heiser & Linn ....... 


Herbst Shoe Mfg. Co. . . ; ‘ . : ; aes 


Hill Bros. Co. .. 

Hoeck Shoes, Inc. . 
Hoge-Montgomery Co. 

Holland Shoe Co. eer 
Holly Shoe Co. ........... 
Homan Shoe Co., Inc. ... 

Huth & James Shoe Co. 
Imperial Shoe Co. ...... 
Interstate Shoe Co. . 
H. Jacob & Sons, Inc. ... 
Jarman Shoe Co. ........ 
Jay Shoe Company ............... 
Jefferson Shoe Co. ..... 


George O. Jenkins Co. .. ELAN Re 


Johansen Bros. Shoe Co. ... 


Johnson, Stephens & Shinkle .............. 


at headquarters hotel, 


.Chicago, | 
Rochester, N. 
Milwaukee, W 
erie. Beloit, Wi 
nN. St. Louis, M 
.Boston, Ma 
‘ _. Nashville, Ten 
odo. oo ROE oy, P 
_..... Fitchburg, yr 
Thiensv'lle, 
.New York, New yo k 
PRIA: Boston, Ma 
. Chicago, | 
..Boston, Ma 
.Boston, Ma 
; -New York, N. 
Binghamton, N. 
....... Syracuse, N. 
im Manchester, N. 
. Dolgeville, N. 
.. Williamsport, Po 
.. Boston, Ma 
ipa teatt Lynn, Mass. 
.. Parkersburg, W. Va 
sigcger eee Chicago, | 
. Hagerstown, Ma 


.St. Louis, Mo. 
: _ .Maverhill, 
.....Boston, Ma : 
..Rochester, N. ¥ 


..Hudson, Ma 
. .Chicago, 
.. Frankfort, Ky 


| 


....Holland, Mich. 


30d Littleton, N. H 
. .Philadelphia, Ps. 


ray : a cecadanntedndignil Milwaukee, Wis. 


_....Nashville, Tenn. 
..Manchester, N. H. 
.... Brooklyn, N. Y. 

en ae Nashville, Tenn. 
Sarees Marlboro, Mass. 
«ase snes ees; MO, 
... Bridgewater, Mais. 
<< sine sere eens, Mo. 

. St. Louis, Mo. 


Show your shoes to the largest number of buyers assembled at one place—at 
one time—in 1936. Well-located rooms, 
spread your line, can be had for $50.00 participation fee. This is the best 
selling opportunity of 1936. Your customers will expect to see your line. Apply 
for display rooms now! 


adequate to 


wile. 
THE FIRST NATIONAL SHOE FAIR PLANNED FOR BETTER BUYING FOR PROFITABLE SELLING 








When writing advertisers please mention Boot and Shoe Recorder 
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SHOE FAIR e faiuenas 


AND NATIONAL BOOT AND SHOE MANUFACTURERS ASSOCIA 











Whose line will your customers see if your shoes are not exhibited ? 


Johnston and Murphy Newark, New Jersey Plaut-Butler, Inc. . .Cincinnati, Ohio 


ves & Vining 
ian & Kokenge Co. ......... 
J. Justin & Sons, Inc.......... 


VGNMMOEMEMUID OND 5.65 cc cele diiee eens 


J 
H 
J 
Kane, Dunham & Kraus . 
George E. Keith Co... 
Keystone Slipper Co. . 
Kieven Shoe Co. .... 
Knight Slipper Mfg. Comp. 
Knipe Bros., Inc. ... 
Kozy Komfort Shoe Co. 
Kriopendorf-Dittman Co. 
Laird, Schober & Co. 
Langer-Lippman Co. ........... 
Je ry & Herbert Lehmann, Inc. 
_ i-Weiss Sales Co. .... 

» Lima Cord Sole & Heel ce, 
t pert Brothers ..... 
Little Falls Felt Shoe Ce. 


7 kwedge Shoe Corp. of es : ass tikes 


» Longini Shoe Mfg. Co. 
“Ni Shoe Co. 
John H. Lucey Shoe Co..... 
L. V. Marks & Sons Co..... 


Marshall, Meadows & Stewar;, tne, . 


|. Mathes & Sons Shoe Co. . 
Fred A. Mayer Shoe Co. .. 
Mayer-Herman Co. .. 

Charles Meis Shoe Mfg. Go: ... 
McNichol & Taylor, Inc. 

Melrose Slipper Co., Inc. .. 
Metro-Craft Shoe Co. ... 


Meyer Bros. Shoe Co. Te NI 


D. Myers & Sons, Inc. ..... 
Midwest Shoe Co. 
Milford Shoe Co. ... 
Milius Shoe Corp. .. 

|, Miller & Sons .. ; 
Miller Shoe Co. ........ 
Monarch Shoe Co. 
Morton Last Co., Inc 
Mosinger Bros. .. 
Moulton-Bartley, Inc. . 
Mound City Shoe Co. 


Municipal Shoe Co., Inc. ........ seed estlh 


Muskin Shoe Co. ...... 

A. E. Nettleton Co. ... 
Newmarket Shoe Co. .. 
Northern Machine Co. hos 
Nunn, Bush & Weldon Shoe Co. 


O'Donnell Shoe Co. ..................- eee 
Old Colony Shoe Co. -........... 


J. K. Orr Shee- Co... . cies... 
Orthopedic Shoes, Inc. . 


M. A. Packard Company tate 


Paramount Shoe Mfg. Co. ....... 


Pedigo-Lake Shoe Co. .. 
Pennant Shoe Co. 


Pepperell Mfg. Co. ............. 


Peters Shoe Co. . 


Philco Shoe Corp. hte Naina naeen 


Pied Piper Shoe Co. 


, ow 


. .Brockton, Mass. 
Columbus, Ohio 
.. Ft. Worth, Tex. 
... St. Louis, Mo. 
..St. Louis, Mo. 
...Campello, Brockton, Mass. 
costs se oes Philadelphia, Pa. 
....Spencer, Mass. 

. Brooklyn, N. Y. 

Ward Hill, Mass. 

Mundelein, Ill. 
....Cincinnati, Ohio 
_.Ph'ladelphia, Pa. 

.. Boston, Mass. 

New York City 

..Chicago, Ill. 

.. Lima, Ohio 

......New York City 

.. Little Falls, N. Y 

. .Columbus, Ohio 
..Cincinnati, Ohio 
, Maine 
..Middleboro, Mass. 
Cincinnati, Ohio 
..Auburn, N. Y. 

St. Louis, Mo. 
..Milwaukee, Wis. 
Brooklyn, N. Y. 
..Cincinnati, Ghio 
ynn, Mass. 

Little Falls, N. Y. 
..Manchester, N. H 
Brooklyn, N. Y. 
Baltimore, Md. 
.. Chicago, Ill. 
.. Milford, Mass. 
a St. Louis, Mo. 
Long ‘Island City, N. Y. 

. Cincinnati, Ohio 
Chicago, Ill. 
Cincinnati, Ohio 

. St. Louis, Mo. 
..St. Louis, Mo. 
....St. Louis, Mo, 
Brooklyn, N. Y. 

.. Baltimore, Md. 
Syracuse, N. Y. 
..Newmarket, N. H. 
..Waltham, Mass. 
..Milwaukee, Wis. 
.. Humboldt, Tenn. 
BBs OAs Radke aaa Brockton, Mass. 
: .Atlanta, Ga. 
ewe York, New York 
..Brockton, Mass. 


Eee bate ea St. Louis, Mo. 
Pasadena Slipper Co., Inc. ........00.. ee cece. 


..Pasadena, Calif. 
. St. Louis, Mo. 


Meare Sea St. Louis, Mo. 
NRA et ha es de tt Boston, Mass. 


_. St. Louis, Mo. 
Salem, Mass. 


ey eens fee on 
Pontiac Shoe Mfg. Co. ..............00000- 


Pontiac, Ill. 


Princely Products, Inc. ..... 
Progress Shoe Co., Inc. .... 
Prospect Shoe Mfg. Corp. . 
Queen Quality Shoe Co. .. 
Racine Shoe Mfg. Co. .. 
S. Rauna Coa....... 

E. P. Reed & Co. .. 

Restful Footwear Co. 
Rice-O'Neill Shoe Co. ... 
Richland-Davidson Shoe Co. 
Roberts, Johnson & Rand 
Rogers Bros. Shoe Co. .. 
H.O. Rondeau Shoe Co., Inc. 
Roth Shoe Co. 

Rubin Bros. Footwear 

Saco Moc Shoe Corp. 

L. Salenfriend & Co., Inc. 
Si. Louis Shoe Mfg. Co. 
Louis H. Salvage Shoe Co. 
Samuels Shoe Co. ; 
Saxe Bros. Co. .... 

The Schawe-Gerwin Cu. 
Schelter Last Co. ... 

N. J. Schorn & Co. . 
Scholnick Shoe Co. .. 
Schwartz & Benjamin, Inc. 
Sebo Shoe Co. ..... 

The Selby Shoe Co. 

A. Shapiro, Inc. .. ; 
Marvin H. Shapiro Shoe Co. 
Scholl Mfg. Co., Inc. 

Shoe Form Co., Inc. 

Shoe Style Digest . 
Shu-Stiles, Inc. ....... 

C. B. Slater Company 
Smart Step Shoe Mfg. Co. 
J. P. Smith Shoe Co. 
Stacy-Adams Co. ........ 
The Stetson Shoe Co., Inc. . 
Stix-Altman-Weiner, Inc. ... 
Stone-Tarlow Co., Inc. 
Sulkis Shoe Co. .. Pe 
E. E. Taylor Corp. ..... 
Teeple Shoe Co. ...... 
Triple Novelty Footwear 
Tupper, Inc. ; 
Tweedie Footwear Corp. 
United Last Company 


United Shoe Machinery Cor». 


United Shoe Mfg. Co. 
United States Shoe Corp. 
Valley Shoe Corp. ......... 
Virginia Shoe Co., | 

Vitality Shoe Co. . ” 
Vogel-Patton Shoe Co. .. 
Vulcan Corporation ...... 
Walkin Shoe Co. ..... 
Wall-Streeter Shoe Co. 

A. Werman & Sons, Inc. 
Weyenberg Shoe Mfg. Co. 
Winthrop Shoe Co. . : 
Wohl Shoe Company ... 
Wolff-Tober Shoe Co. .. 


Woodard & Wright Last Co. 


E. T. Wright & Co., Inc. . 


. Brooklyn, N. Y. 
Brooklyn, N. Y. 
Lewiston, Maine 
St. Louis, Mo. 
_...Racine, Wis. 
New York City 
Rochester, N. Y. 
Jersey City, N. J. 
.St. Louis, Mo. 
Nashville, Tenn. 
St. Louis, Mo. 
.Boston, Mass 
Farmington, N. H. 
Cincinnati, Ohio 
Long Island City, N. Y. 
_. Portland, Maine 
_.New York, N.Y. 
.. St. Louis, Mo. 
Manchester, N. H. 
_.St. Louis, Mo. 

.. Boston, Mass. 

_. Cincinnati, Ohio 
Rochester, N. Y. 
Detroit, Mich. 
Jamaica Plain, Mass. 
Brooklyn, N. Y. 
.Chicago, Ill. 

. Portsmouth, Ohio 
. Boston, Mass. 

.. Chicago, Ill. 
Chicago, Ill. 
Auburn, New York 
..Boston, Mass. 
St. Louis, Mo. 
.South Braintree, Mass. 
.Milwaukee, Wis. 
Chicago, Ill. 
Brockton, Mass. 


South Weymouth, Mass. 


..Cincinnati, Ohio 

. Brockton, Mass. 
Marlboro, Mass. 
Brockton, Mass. 
Waupun, Wis. 
Brooklyn, N.Y. 
....New York City 
.. Jefferson City, Mo. 
. Boston, Mass. 
Boston, Mass. 

St. Louis, Mo. 
Cincinnati, Ohio 

St. Louis, Mo. 
Fredericksburg, Va. 
.. St. Louis, Mo. 
Neenah, Wis. 
Portsmouth, Ohio 
Schuylkill Haven, Pa. 
North Adams, Mass. 
.. Brooklyn, New York 
_.Milwaukee, Wis. 
St. Louis, Mo. 

.. St. Louis, Mo. 

St. Louis, Mo. 

_. Brockton, Mass. 
.Rockland, Mass. 


Inspect the lines of these important manufacturers representing the 
leading shoe markets. Come to compare your price lines—check the 
values—confirm the latest style developments. Know how to buy and 
sell better in 1936. Get the answers at the Fair. 


HEADQUARTERS e PALMER HOUSE e CHICAGO, ILLINOIS 


RETAILERS 


oO, € 
NATIONAL SHOE FAIR e 


When writing advertisers please mention Boot aad Shoe Recorder 
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Mr. Ricuarp HoFHEIMER Mr. Davip HirscH_er 


ee or ey. se ORE as The beautiful new Hofheimer Store at Norfolk, Va. 


FT emene at the Famous Stores of 
HOFHEIMER’S, Inc. 


Hofheimer’s have been handling Florsheims for many 

years in their stores at Richmond, Norfolk, Portsmouth, 

Va., and Greensboro, N. C. It was natural, therefore, 

when we brought out our women’s shoes a few years 

ago, for Hofheimer’s to install them. They knew that 

Florsheim Shoes for Women would have the same high 

quality, same fit, same service and same saleability as 

Florsheim Shoes for Men—plus the exclusive advan- 

tages and talking points inherent in the patented 

hinged Feeture Arch. That they have not been dis- es 

: : , A ; The Richmond, Va. establishment 

appointed is evidenced by their sales figures. If you’re 

not selling Florsheim Shoes for Women now, you owe 

it to yourself to investigate the possibilities. Our 


representative will be glad to visit you upon request. 


In Stock: TO RETAIL AT 


THE Lucetta, W-201, in 
black kid; W-202, § S / 5 $ / 0 
eee AND UP 


in brown. 


THE FLORSHEIM §S 
for Women 


THE FLORSHEIM SHOE COMPANY e¢@ Manufacturers CHICAGO 





When writing advertisers please mention Boot and Shoe Recorder 





